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The only TV station completely 
covering the rich Keartland of Louisiana 
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MARKET DATA PREDICTED SERVICE 


Area* WBRZ, Channel 2 NBC-ABC 
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SOURC _ Management's Survey of Buying power, Largest TYVv Antenna 


*Class “B” tTelevision Magazine 


in the United States 
12 Bays—Channel 2 


$899,481,000.00 Effective Buying Power! 
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TV star that 
nobody sees 


One of the real TV network “stars” is this tech- 
nician at work in one of the scores of Bell System TV 
control rooms across the country. 


You never see him on a television screen. But because 
of his work, television network programs — black and 
white or color — are successfully transmitted from city 
to city. 

His job is to keep an eye on TV—to make sure that 




















the picture is high quality, to switch programs frem one 
pickup city to another, to add stations to the network, 
to change channels as necessary. 


He is one of more than a thousand trained tech- 
nicians who are engaged in this work. 


They use special equipment, like that shown above, 
to provide the finest possible television transmission 
on nearly 70,000 channel miles of Bell System network. 


BELL TELEPHONE SYSTEM 


Providing transmission channels for intercity television today and tomorrow. 
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THE PROGRAM THATS FRONT PAGE We. 
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Starring Acz Y 
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SNOUT LU PRODUCTION wmLUES! 4 


-, FILMED ON THE HIGHWAYS! 


.. at scenes of real roadblocks, fires, disasters, tivenidtigjeittons 
-..in real homes, farms, factories, along the way! 
...in real State Patrol headquarters! 


MI 










“Ne. EVERY DAY/ BASED ON THE EXPERIENCES OF STATE TROOPERS IN ALL 48 STATES! 


3 Acz y Award Winner 
HIGH-OCTANE ADVENTURES OF MEN OF 


| SKILL AND DARING . .. stories that bring 
: | viewers back week after week 
= 





F Tt GHWAY PATROL 





EA MATIC HALF-HOUR A COMPLETE STORY! 


* NEWEST TV CAMERA TECHNIQUES! 
: * IMAGINATIVE DIRECTION! 
jation: + DRAMATIC MUSIC! 


* AUTHENTIC STORIES! 











AUDITION THIS FAST-MOVING SALES 
VEHICLE. WIRE, PHONE OR WRITE TODAY. 
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GIGANTIC SAFETY COUNCIL TIE-INS. CINCINNATI NEW YORK HOLLYWOOD 
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Letter from the Publisher 


New Exposure 


One of the basic objectives of TELEVISION AGE is to do a missionary job for 
tv at all levels and in all segments of American business. Toward that end 
we have inaugurated a new service designed to give the widest exposure and 
readership to our tv succss stories. 

We have made arrangements to release advance galleys of these stories to 
business publications in other fields. The bakery story, which we ran in the 
July issue, was released to the bakery trade publications and reprinted by 
the New South Baker and Bakers’ Review. The dairy story which you will 
find on page 42 has been made available to the business publications in the 
dairy field. Similar release is to be made of the story on banks which will 
appear in our September issue. 


Television, a Hot Topic 


The response of the business publications to this service has been most 
gratifying. Every business paper editor realizes that the readers in his field 
are intensely interested in how television can increase their business, and 
these business publications play a very important role in their own industries. 
As one editor of a bakery journal commented, “Television is an advertising 
medium some of our large Southern bakers have been using, and we felt that 
your article on what other bakers are doing over the country would be of 
great interest to them.” 


Idea Exchange 


Today there are some 2,000 business publications with a total advertising 
revenue of almost $400 million. These publications are important clearing 
houses for ideas within their own industries. We feel that this new service 
will benefit all of television and will do important missionary work for tv at 
the grass roots. 

You might be interested to know that since the first of the year, TELEVISION 
AGE articles and feature pieces have been reprinted or quoted in over 70 daily 
newspapers, on the nationwide news wire services and in some 18 business 
publications. This is indicative of the interest in television — the interest 
which TELEVISION AGE is designed to serve. 


Another Giant 


Next month our cover story will take our readers behind the scenes at 
Colgate-Palmolive. Colgate now spends over $27 million each year on adver- 
tising. The way it is spent and the reason behind their tv expenditure will be 
of great interest to agencies, advertisers and stations. The Colgate story 
follows the article we published on Procter & Gamble one year ago in which 
the basic advertising philosophy of Procter & Gamble was delineated. 
Colgate and P&G together spend over $70 million a year in advertising. 
More than half of that expenditure is spent in television. 


Cordially, 


iy. Haul 


AMERICA’S 
10th 
TV MARKET 








1 New York 9 San Francisco 
2 Chicago 


3 los Angeles 0 LANCASTER 


4 Philadelphia |! St. Louis 
12 Milwaukee 








5 Detroit 

6 Boston 13 Washington, D.C. 
7 Cleveland 13 Cincinnati 

8 Pittsburgh 15 Indianapolis 






WGAL-TV 


LANCASTER, PA. 
NBC +- CBS » DUMONT 





the one station that reaches 
this tremendous market— 
912,950 TV sets, $5 2 bil- 
lion annual buying income. 








Ch 1 8 Mighty Market Place 
















Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 





316,000 watts 






STEINMAN STATION 
Clair McCollough, Pres. 


MEEKER TV, INC 


New York 
Los Angeles 


Chicago 
San Francisco 
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EMP 
ADVERTISERS’ 
Amana Refrigeration, Inc. 
American Home Products Corp. 
American Oil Company 
American Tobacco Company 
Anheuser Busch, Inc. 
Carnation Company 
CBS-Columbia 
Chrysler Corporation 


Electric Companies 


Advertising Program 

Falstaff Brewing Corporation 
General Electric Company 
General Foods Cerporation 
General Motors Corporation 
Hamm Brewing Company 
Helene Curtis Industries, Inc. 
Kellogg Company 

Lehn & Fink Products Corp. 
Liggett & Myers Tobacco Company 
coln-Mercury Dealers 

P. Lorillard Company 

Pet Milk Company 

Procter & Gamble Company 
tegal Amber Brewing Company 
Kevlon Products Corporation 

hi. J. Reynolds Tobacco Company 
Schlitz Brewing Company 

C. A. Swanson & Sons 

The Toni Company 

United States Steel Corporation 


Westinghouse Electric Corporation 


_MP 
ATIONS* 


KVOS-TV Bellingham, Wash. 
KBST-TV Big Spring, Tex. 
WCBI-TV Columbus, Miss. 
WMSL-TV Decatur, Ala. 
WTVY Dothan, Ala. 
WFLB-TV Fayetteville, N. C. 
WENK.-TV Ft. Myers, Fla. 
KFXJ-TV Grand Junction, C 
WDXI-TV Jackson, Tenn. 
WKNY-TV Kingston, N. Y. 
WFAM-TV Lafayette, Ind. 
KLFY-TV Lafayette, La. 
KTAG-TV Lake Charles, La. 
KLAS-TV Las Vegas, Nev 
KGVO-TV Missoula, Mont 
KTVO Ottumwa, Iowa 
WJDM-TV Panama City, Fla. 
KOTA-TV Rapid City, S. D. 
WBOC-TV Salisbury, Md. 


KVEC-TV San Luis Obispo, 


X-TV Twin Falls, Idaho 
KIVA Yuma, Ariz. 


*as of July 15, 1955 





out to pull them in... 


Thirty CBS Television Network advertisers are 
now reaching out to sell an extra market of close to 
one milfion families. And they are doing it at 


one third less cost than was possible six months ago! 


Their network line-ups now embrace the small-market 
stations available individually or as a group under 


CBS Television’s Extended Market Plan (EMP). 


Combined these 22 stations deliver a market with a 
population larger than Boston...an effective buying 
income greater than Washington, D.C....and total 
annual retail sales larger than Pittsburgh. And each 
advertiser is reaching these 22 markets at the same 
favorable cost per thousand as stations serving the 
largest metropolitan areas—a cost made still more 


attractive by discounts ranging up to 15%. 


The Extended Market Plan is one of the best package 
buys in all television—for each of the participating 


advertisers gets as a “bonus”: 


Unqualified enthusiasm of dealers now enjoying 


the powerful support of network television... 


Goodwill of millions of prospects grateful for the 


opportunity to see outstanding network programs... 


The vigorous support of each station which 
recognizes that strong network programs make the 


station stronger in its local community. 


Call your CBS Television sales representative for 
details on the CBS Television Extended Market Plan. 
He will show you how to make even more effective 


what is already the most effective buy in advertising... 


The CBS Television Network 
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OUT OF THE JUNGLES OF DEEPEST AFRICA 


'Ghkiw! THE CHIMP HIMSELF 


EXECUTIVE PRODUCERS: 


26 DON W. SHARPE 


“WILLIAM NASSOUR 


* 


COMES . . 





THE gt EXCITING, THE MOST THRILLING, “hew TELEVISION SERIES 
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Audience-thrilling action in every half hour episode 


NEVER BEFORE 


Starring IRISH McCALLA 





REACH NEW SALES RECORDS IN EVERY MARKET! 





A y.W =} 
yi ABC FILM SYNDICATION 
10 EAST 44th STREET, N. Y.Dept. TA 
Fi LM SYN D l 07 a Oo N, In c. Gentlemen: I’m in a rush for an audition print and full details on 
your newest series...“ SHEENA, QUEEN OF THE JUNGLE”. 
Ee 
af 
a COMPANY. Se ee ee ee ee 
| ADDRESS. 
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HAPPENS EVERY YEAR! 
at gh though Tobeka, Kansas 
 noved to 









During 1954 Over 115,500* Persons 
(equivalent to the entire City of 
Topeka, Kansas) Moved to, and 
Became Permanent Residents, of 
Fabulous South Florida. 


See Your 7e@ . 
Free & Peters THIS MARKET NOW CONTAINS 1,185,200 PEOPLE 


Colonel Now 
eee 


For your best sales results use 
* Sales Management WTVJ, Channel 4, MIAMI. . . 
1955 The only TV station giving complete 
coverage of the entire market. 


mm) Wty WTVS, 


NETWORK 





Channel 


Basic Affiliate FLORIDA'S FIRST TELEVISION STATION 
100,000 Watts Power—1,000 ft. Tower 
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Dominated 







by ONE Television Station! 


AMERICA’S 5th INDIANA’S 2nd 
RICHEST MARKET CITY CORPORATE 



















































Let’s take a close look at the South Bend market. The Metropol- 
itan Area of South Bend (population 232,000) is the Nation’s 
5th richest in family income. The South Bend-Mishawaka City 
Corporate Area is Indiana’s 2nd largest in income and sales. The 
9-county primary coverage area of South Bend’s television station 
WSBT-TV has an Effective Buying Income of $1,165,630,000.00. 


WSBT-TV DOMINATES 
THIS GREAT MARKET! 


[Michigan Hooper and Pulse show that no other station 
_--. even comes close to WSBT-TV in share-of- 
audience. Therefore, there’s only one effective 
way to reach the television audience of the 
great South Bend market—that’s with 
WSBT-TV! 








PRIMARY COVERAGE AREA: 9 Rich Counties in 
Northern Indiana and Southern Michigan. 


SOUTH 
BEND, 


IND. 


cBSs 
CHANNEL 34 Du Mont 


A CBS BASIC OPTIONAL STATION 
ASK PAUL H. RAYMER COMPANY @® NATIONAL REPRESENTATIVES 
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Pulse Pounds it Home: 


“Clearly Nashville’s 
“] TV Station” 


in this market, 
7 eek shows , 
e-a w 


@ Of the top | 


ci 
10 are on WwsM-T 


@ Of the top 10 multi-weekly shows in this market, 
10 are on WSM.TV.* 


WSM-TV.” 
25 shows in this market, 23 are on 
@ Of the top 


of WSM.Ty not only dominates 


the audience jn all listening 
Periods Measured, byt also — 


Ww during the 
iewi Most po 


nce than the other two 
Stations combined * 


a OES RT ASE A 


* Survey by The Pulse, Inc., April, 1955 


WSN-TV Channel 4 


NBC-TV Affiliate e Nashville, Tennessee 
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444 Madison Avenue, New York 22 


That July Issue 
There are several articles in your 


current issue of TV AGE which should 
be read with care by every television 
station operator. I am sure that most 
all NATS affiliates are subscribers to 
your magazine but I would like to 
circularize this issue to all of them 
calling attention to these particular 
articles in case any of them have 
missed it. 

If you would be good enough to 
supply me with sixty-five copies, I will 
follow through and send them to my 
affiliates. 

BERMAN SWARTTZ 
Executive Director 
National A filiated Tel. Stations 


Please send us 50 extra copies of 
your July issue. We have checked 
your list of time buyers with our list 
and find that they agree in a high 
percentage of cases. This is a good 
job well done. 

LLoyp GEORGE VENARD 
Venard, Rintoul & McConnell 
New York City 


. .. « That list of time buyers looks 
wonderful. You’re publishing a most 
interesting and helpful book. 

DonaLp Dwicut Davis 
KMBC-TV 
Kansas City 


I’m the deep-voiced gentleman who 
calls you like clockwork each month 
to find out the exact date Tv AcE will 
be out. I’m also the same guy who 
leaves my office at fifty miles per hour 
to pick up TV AGE in person while it’s 
still hot off the press....... 

Your last issue was just so terrific, 
so chuck full of pertinent spot infor- 
mation, that I’ve been busy ever since 
running down some of the leads pro- 
vided. As a matter of fact, I’m on the 
verge of obtaining an account which 
I originally solicited for the first time 
as a direct result of reading it in Tv 


AGE. 





As one who reads practically every 
advertising trade journal available, | 
must tip my fedora to Tv ace. It’s 
great. 
Leonarp H. Levitt 
Sales Director 
Ted Steele Show 
WOR-TV 
Oversight 
Somehow or other, we failed to re- 
ceive the questionnaire which was sent 
out by TELEVISION AGE for listing in the 
Timebuyers’ Guide. We therefore failed 
to receive a listing. . . . This agency is 
placing an ever-growing volume of tv 
advertising throughout this area. We 
know that we place more tv business 
than several of our FAAG affiliates who 
are listed in your present guide... . 
We value your publication very highly 
and feel that it has a tremendous in- 
fluence in the television trade. 
Hucu M. WaLLace 
Galloway-Wallace Adv. Agency 
1216 N.E. 23rd St. 
Oklahoma City 


Sweeney Just a Baseball Fan 
I saw my name in Tele-scope in your 
July issue and was mildly interested 
to learn I was going into tv. Think 
someone sold you a clinker—I have 
no intention of getting any closer to 
tv than watching the baseball game 
on it whenever I find myself in a 

radio-less bar. 

KevIN B. SWEENEY 
President 
RAB 


Puts Tv Age To Work 
We would like to have a copy of the 


article . . . about the history and me- 

thods of Kraft Cheese Co. This would 

be of aid to us as background... . 
for selling a client. 

BILL STRATTON 

Townsend Williams 


Kansas City, Mo. 
Note: Reprint dispatched. 


Increasing Interest 
My staff and I have been reading 


your thorough and varied publication 

for some time now and will continue 
to do so with increasing interest. 

BEN R. DoNALDSON 

Ford Motor Co. 


Expert Comparison 
We read with interest your article 


on the outlook for spot tv this fall 
(Continued on page 21) 





VERA 
BRENNAN 
Director of 
Radio & 
Television 
Time Buying 
Scheideler, 
Beck & 
Werner, Inc. 


says... 





“When the schedule 
calls for immediate 
4 action, | avtomatic- 
A ally put WNHC-TV 
close to the top of 
the list. While their 
coverage, rating and 
market story is better 
than average, the on- 
the-air sales results 
are excellent .. . 
that’s what interests 


me most.” 














Compare these facts! 


15 County Service Area 











Population 3,564,150 

Households 1,043,795 

TV Homes 934,448 
Channel 8 


SERVING HARTFORD & NEW HAVEN AREAS 


represented by the katz agency, inc. 


Television | 
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It's Easy ita 
You Know How! : 








VIi aa = 
KANSAS CITY: KCMO Radio & KCMO-TV tetas 
MEREDITH 


SYRACUSE: WHEN Radio & WHEN-TV is ca: seas 
KLadto aud PHOENIX: KPHC Radio & KPHO-TV ine kat: Asen 
“/elevistou 


OMAHA: WOW Radio & WOW-TV Zr.“ 
SVT TR sissseawin Beller Homes aa Stet asin 


and Gardens 
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WJAR-TV 


channel 10 
PROVIDENCE... 


TELEVISION WEARS A HALO 


Mass motivation is toward 
brands identified with medium 


DAIRIES AND DAIRY PRODUCTS 


Television is proving itself 
basic for this important food industry 


FALL FILM OUTLOOK 


Tv syndication seems positive 
to establish new records this year 


EVERYTHING’S UP TO DATE 


In Kansas City, Potts-Calkins 
& Holden proves the point 





LORDS, LADIES AND TELEVISION 
SYNDICATED FILM DIRECTORY 


PUTTING PRODUCTION ON WHEELS 


Pittsburgh station moves 
even its kitchen sink 


A PROGRESS REPORT 


Puerto Rico’s economic 
development makes room for tv 





DEPARTMENTS 


Publisher’s Letter 
Report to the readers 


90 Readers Ask 


Questions on print costs 


MERCHANDISE! 


Put your product before the BIG 

TV AUDIENCE in Southern New 

101 Wall Street Report England through Channel 10, 
The financial picture Providence. 


DOMINANT 10 


97 Washington Memo 


Considering pay-as-you-see 


5 Business Barometer 


Measuring the trends 


Tele-scope 
What's ahead behind the scenes 


Newsfront 
The way it happened 


Spot Report 
Digest of national activity 


Network Schedule 
The August line-up 


Film Sales 


The month’s contracts 


109 Set Count 
Market-by-market figures 


109 New Stations 


The openers’ openings 


115 In the Picture 


Portraits of people in the news 


118 In Camera 
The lighter side 


Providence, Rhode Island 
Represented by WEED TELEVISION 
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FROM MCA-TV FILM SYNDICATION ic 


© 


...the first top situat 





INiiop quality fall programming 


starring JOHN HOWARD 


LLAND- 


comedy to Wit syndicated TV 


A SHOW FOR EVERY PRODUCT...EVERY MARKET...EVERY BUDGET! 


Guy Lombardo and His Royal Canadians @ Mayor of the Town ® Man Behind the Badge © 
Waterfront © The Lone Welf © Abbott and Costello © Where Were You? © Famous Playhouse 


56 


HOUR-LONG FEATURES 


Hand-picked, top budget Republic Pictures 
Corporation feature films (53 min., 20 sec.) 
Starring Gene Autry and a cast of top supporting 
players. Immediately available for local or 
regional sponsorship. 


G7 
HOUR-LONG FEATURES 


Republic Pictures Corporation high budget 
productions (53 min., 20 sec.) starring Roy Rogers 
and featuring a well-known supporting cast. 
immediately available for local or regional 
sponsorship. 


39 


HALF-HOUR FILMS 


A brilliant new series of dramas taken from the 
best seller by Lloyd C. Douglas, internationally 
famed author of “Magnificent Obsession” and 
“The Robe.” Immediately available for local 
or regional sponsorship. 


HALF-HOUR FILMS 


First-run in over 100 markets. Hilarious comedies 
featuring Ray Milland, one of America’s most 
popular actors. Sponsored for two straight years 
by General Electric. Immediately available for 
local or regional sponsorship. 


© Pride of the Family © Space Ranger © City Detective © Heart of the City © Biff Baker, U.S.A. © Curtain Call © Follow That Man © Hollywood 
Off-Beat © I'm The Law © Playhouse 15 © Royal Playhouse and Counterpoint © Soldiers of Fortune © Telesports Digest © Touchdown © 











VERIFIED 
by ARB* and PULSE* 


*WBRE-TV....the nation’s first MILLION WATT 

STATION delivers to the advertiser the majority of 
viewers in the key marketing area of Wilkes-Barre, 
Scranton, Hazleton, Sunbury and Williamsport with 
an average weekly share of audience of better then 40% and 
leads all other stations coming into this vast manufacturing 
and agricultural market by 23% to 400%. 




















*WBRE-TV not only leads in audience ratings in the 
Wilkes-Barre-Scranton area, but also delivers more than 
40,000 more sets than the second station in the market. 


*These two thoroughly competent survey organizations 
show that WBRE-TV unquestionably is the leading TV 
station in Northeastern Pennsylvania which comprises more 
than 17 Counties and a population of over 2,000,000. 
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Letters (Cont'd from page 15) 


and in seeing how comments by the 
other so-called “experts” went along 
with our own feelings on this subject. 
Pau Hutu 

Procter & Gamble 


Omission 

I read with interest your feature 
story on the “Fall Spot Outlook.” On 
the whole I think it’s an outstanding 
job. 

I must confess, however, I was 
more than mildly concerned to note 
that you had left out one important 
word in my quotation. It should have 
read, “Spot represents the entire 
broadcast budget.” As you perhaps 
know, we are currently investing 
heavily in magazines, Sunday supple- 
ments, and newspapers, as well as 
spot television and have a series of 
4-color bleed pages scheduled this fall. 

J. E. PHtLuips 

Advertising Manager 

B. T. Babbitt Inc. 

New York City 

Note: Our apologies to Mr. Phillips and B. T. 
Babbitt Inc. for the unfortunate omission of 
the word “broadcast.” The company is, how- 
ever, an important spot advertiser and its 


schedule for fall will be a very real factor 
in the spot billings total for the year. 


“Must”? Study 
Your July issue is a real and effec- 
tive contribution to the progress of 
the television industry, I, myself, have 
already spent one evening with it, and 
we have made it a “must study” for 
all of our executives in each of our 

offices. 

R. E. KAUFMAN 
President 


Guild Films 


Bakeries Important in Tv 
Among the many interesting fea- 
tures in the July issue of TELE- 
VISION AGE is that fine article about 
the bakery business. As you no doubt 
know, bakeries and biscuit companies 
are heavy users of syndicated films 
and we count among our own clients 
a large number of important bakers. 
FREDERICK JACOBI 
NBC Film Division 


National Broadcasting Co. 


Bakery Paper to Reprint Article 
. the story on the use of tele- 
vision as an advertising medium by 
bakeries . is an excellent treatise 
on the subject and we are wondering 
if we might have permission to re- 
produce the story in part? 
CLirForD W. WEBSTER 
Editor 
Bakers Review 
Note: Permission granted. 
Here Growed Music 
. . saw the article in your fine maga- 
zine regarding Radiozark Enterprises 
and the Ozark Jubilee. Would you 
please send us five copies? 
LesLig L. KENNON 
KWTO 
Springfield, Mo. 


Where to Send Agency Mail 

In the May issue of TELEVISION AGE, 
| was particularly interested in the 
article “Where is Your Mail Going?” 
Our stations have long wrestled the 
problem of eliminating waste circula- 
tion of their mailing pieces and this 
article has given us some ideas for 
revamping our system. 

However, knowing the agencies are 
sincere in their efforts to secure more 
and better station information, | would 
like to make a suggestion. Wouldn't 
ii be wise for each agency to designate 
one person or desk to receive and 
route station advertising material 
much the same as the stations have 
done for the reception and routing of 
films and commercial material? 

Your article states “Keep your mail- 
ing list up to date and keep all the 
appropriate people informed . . .” etc. 
Who are the appropriate people? 
Many agencies have different types 
of set-ups in their various departments. 
Some agencies need more copies than 
others. Then due to constant personnel 
turnover and changes within the 
agencies, station mailing lists are 
bound to lag in accuracy »nd may 
never be directed as preferred by each 
individual agency. 

I would like to invite the agencies 
to give us a helping hand by desig- 
nating a method whereby we can most 
efficiently disperse needed information 
to them and avoid our own waste cir- 
culation. 

Don L. CHAPIN 
Tri-State Network 
New York City 














Yes, 1 buy covers 3 markets when you 
focus that one buy on WJAC-TV, 
Johnstown! Get complete coverage of 
the Johnstown area—and “‘snap-up”’ 
Pittsburgh and Altoona, too! Latest 
Hoopers show WJAC-TYV: 


FIRST in Johnstown 


(a 2-station market) 


SECOND in Pittsburgh 


(a 3-station market) 
FIRST in Altoona 


(a 2-station market) 


Stay on the bright side of the TV 
picture with 1 buy that covers 3. .. 





Ask your KATZ man for full details! 
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EXCITEMENT FILLS THE AIR-the same kind of excite- 
ment that NBC brought to nighttime TV with its trail-blazing 
Color Spectaculars. 

Now NBC is going to town on daytime television. Beginning 
October 3rd, a new daily hour-long series, MATINEE, will 
make a dazzling daytime theatre out of the American home. 

MATINEE is a program of such sweep and breadth that it 
will give daytime TV a whole new importance for both view- 
ers and advertisers. Every weekday afternoon from 3:00 
to 4:00, viewers will see a live full-hour nighttime-quality 
dramatic show in both RCA compatible color and black-and- 
white. 260 different live dramas a year will range through 
the whole spectrum of comedy and serious plays, adaptations 
of classics, repeats of outstanding plays successfully done 
on major nighttime series. Five different production units, 
under the supervision of Executive Producer Albert Mc- 


Cleery, will be working full-time at NBC’s vast new color 


studios on the West Coast to prepare an hour of truly spec- 
tacular theatre, every weekday throughout the year. 

There’s new daytime excitement all the way down the line 
on NBC Television. From 10:00 a.m. to noon beginning 
August 22, homemakers will enjoy a solid 2-hour block of 
service programming. HOME will be extended 15 minutes 
to include a new feature, “People at Home,” in which Arlene 
Francis interviews or tells the story of interesting people. 
DING DONG SCHOOL’s Dr. Frances Horwich is now being seen 
in an additional quarter-hour segment, 10:30-10:45 a.m., in 
which she talks informally and informatively with mothers 
about “You and Your Child”. 

WAY OF THE WORLD has already moved to the 4 :00-4 :15 p.m. 
position to add greater audience strength to the afternoon 
lineup. This fall, PINKY LEE, 5:00-5:30 p.m., will switch to a 
new circus format, with live animal acts, trapeze artists and 


acrobats—all designed to increase his strong hold on th 
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youngsters. And HOWDY DOODY, 5:30-6:00 p.m., will intro- 























ruly spec- 

- duce a host of new audience-winning features, presented for 
atin tan the first time in color as well as black-and-white. 

beginning Advertisers are already responding to the atmosphere of 
y Meck of daytime excitement on NBC. Procter & Gamble has bought 
ree ten quarter-hour periods a week for 52 weeks. Dromedary, 
oe en The Mennen Co., Standard Brands, R. J. Reynolds, Sawyer’s 
z people. | Inc., R. T. French Co., and United States Time Corp. have also 
cing sewn recently made important new buys on NBC daytime. Fore- 
cam. | sighted advertisers are signing up now for NBC’s spectacular 
silat | new daytime look. How about you? 





4:15 p.m. Exciting things are happening on 
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It’s a clear picture! 


* 
whio-tv 
is the top-rated AREA station 


¢in mail-pull 
Over 60% of WHIO-TV mail came 
from outside Metropolitan Dayton, Ohio 


¢ in ratings” 


13 out of top 15 once-a-week shows 
First and second multi-weekly shows 


¢ in audience loyalty 


Proved by continuing top ratings 
through the years 


) 


* These are Pulse survey figures for 
May, 1955. Comparable figures are 
available on other surveys from 
our national representative, 


. 
George P. Hollingbery. 2 W i 0 =TV 
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Television business improved in every category in May 1955, following nearly the 
Same pattern reported in this column last year. The 1955 improvement 
was predicted here last month. 





Local billings in May increased 2.9 per cent over April; national spot was 
higher by 3.8 per cent, and network was up 3.3 per cent. 





While these increases followed the same general trend as that of last year, there 
were some variations. The increase in local of 2.9 per cent can be 
compared with last year's 2.3 per cent. 





National spot's percentage rise of 3.8 per cent was somewhat less than the 
6.7 per cent gain in this category a year ago. 





LOCAL SPOT NETWORK 


i, 


comparing May billings with April: | +2.9 +3.8 +3.3 


April May June July Aug. Sept. Oct. Nov. Dec. Jan. 1955 Feb. Mar. April May 





Oct. 1953 








| | | | 
L | 10 


In 1954 the network billings jumped 4.7 per cent, as compared with 3.3 per cent 
this year. This continues a trend which has been noted for the last 
seven months. Since November network gains from month to month, while 
following the same general pattern as a year ago, have been by smaller 
percentages. In months in which there has been a decline these drops 
have been greater. 











® For example, here are the network percentage changes from month to month in 1955, 
4 as compared with the percentage changes in 1954: January 1955, 1.5 
per cent; 1954, 1.9; February 1955, -—1.7; 1954, 3; March 1955, 6.7; 
1954, 12.9; April 1955, -—2.7; 1954, -—2.4, and May 1955, 3.3; 1954, 4.7. 


This same pattern is not followed by either national or local billings, a fact 
which emphasizes the gradual leveling off in network business. 





Local billings have increased each month since January when there was an after- 
Christmas decline. Comparing these increases with the same months last 
year shows: January 1955, -—6.5 per cent; 1954, —10.1; February 1955, 











Business barometer 
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Business barometeP con:inue: 





1.7; 1954, 1.6; March 1955, 15.9; 1954, 14.35; April 1955, 1.7; 1954, 
7.5, and May 1955, 2.9; 1954, 2.3. 


While local billings were stronger this year in every month except April there 
was a decided drop in that month, as compared to 1954. 





In national spot the trend this year is very similar to that for 1954. Here is 
a comparison: January 1955, -—3.2 per cent; 1954, —7.4; February 1955, 
7.1; 1954, 4.8; March 1955, 12.4; 1954, 14.2; April 1955, 0.5; 1954, 
0.3; May 1955, 5.8; 1954, 6.7. 





It will be noted that 1955 national spot billings were stronger in January, 
February and April but were not quite so high as 1954 in March and May. 








Looking ahead to the report for June, which will be published in the September 
issue of TELEVISION AGE, it may be expected that all three categories 
of billings will take their usual June declines. Last year these drops 
amounted to 4 per cent for local, 5.2 per cent for national spot and 
6.1 per cent for network. Generally, this same pattern may be expected 
again. 


Comparing May figures with those in May 1954 shows an increase of 27.4 per cent 
in local billings; a national spot gain of 30.7 per cent, and a network 
rise of 30 per cent. 





N= TWORK 


LOCAL SPOT 
increase from May 1954 to May 1955: (+21) (02) (20) 


These gains, of course, are for the entire industry, and the percentages should 
not be applied to any particular station since the overall figures are 
influenced by the many new stations which have gone on the air during 
the year. 





Breaking down the Business Barometer report for May by the various sizes of 
Stations shows that the smallest stations, those with annual billings 
of $750,000 or less, had very good gains in local business. Increases 
for small stations in this department were well above the national 
average. 





In national spot these smaller stations showed greatly fluctuating reports with 
the average about the same as the national average. Network business, 
too, was close to the norm. 





Stations with annual billings between $750,000 and $1.5 million were lower than 
average in local business, higher than average in national spot and 
considerably higher in network. 





Larger stations, with annual billings between $1.5 million and $2.5 million, 
were above the average in both local and national spot but lagged 
somewhat in network billings. 





The biggest stations, the group with billings above $2.5 million, were near 
the average in both local and national spot categories but much higher 
in network business. 


This is the 20th month for the exclusive TELEVISION AGE Business Barometer. 
The percentages are furnished to the magazine by Dun & Bradstreet from 
reports made directly to that Wall Street’firm by cooperating stations. 
Analysis of the percentages is by the editors of TELEVISION AGE and 
their consultants. 
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Let's Face It! 4 


Your lowa Campaign 


Starts With 


KRNT-TV ' 


DES MOINES 





Your lowa campaign starts with Des Moines . . . state 
capital and largest city . . . the shopping and distribution 
center . . . salesmen’s home base. And your lowa 


campaign starts with KRNT-TV, the showmanship station 
with CBS shows that run away with the ratings 
sweepstakes, PLUS Central lowa’s favorite personalities 
with established audiences — and proved power 

to move merchandise! 


Face the facts! The seme showmanship savvy that always 
gives you the biggest Hooper and Pulse ratings in Des Moines 
Radio will operate the newest Know-How, Go-Now station 

. .. KRNT-TV. 


ON THE AIR AUG. 1... FULL POWER! 
KATZ HAS ALL THE FACTS 








AT LAST! 










EXCITING! 
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FAVORITE 


Ideal program— 
for hard-to-suit prospects like A proved success— 


banks, public utilities and 


institutional advertisers. 


i “ y = ; 


INFORMATIVE! 


1H 


continuously sponsored for the 


past 5-years in San Francisco by 


the American Trust Company 





Produced in association 
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CHANNEL 6 


KOIN-TV 


PORTLAND, OREGON 


Represented Nationally by CBS Television Spot Sales 
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YOu UW THE WHOLE 
3Q0-couNTY 


You’re betting on the champ when you buy 
KOIN-TV. No other station or combination 
of stations in the Pacific Northwest duplicates 
KOIN-TV’s tremendous sales coverage .. . 
sales impact! 


Check This Solid Sales Punch: 


BIGGEST COVERAGE 

KOIN-TV alone delivers the full 30-county Portland, 
Oregon market . . . over 340,000 TV sets . . . 1,677,900 
people with a per capita sales twice the national 
average. 


HIGHEST RATINGS 


KOIN-TV alone leads morning, afternoon, evening in 
the current ARB . . . 49% more audience during the 
week . . . 12 of the top 15 weekly shows . . . 8 of the 
the top 10 multiweekly. 


For Biggest Sales Results. . . 
Pick the Champ! 


PICK 
KOIN-TV 







THE BIG mrp. Six 
IN THE WEST 
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Spot Boom in Chicago 
Chicago agencies are now busily engaged con- 


sidering tv spot campaigns for clients. Charles 
Silver & Co. is looking for alternate half-hour films 
for Rival Dog Food. (It has already placed Ziv’s 
Science Fiction Theatre in Chicago for late Sept. 
start.) Aubrey, Finlay, Marley & Hodgson is also 
looking for alternate half-hour films for William- 
son Candy Co.’s Oh Henry. Tatham-Laird is plan- 
ning announcements for General Mills’ Surechamp 
Dog Food. Campbell-Mithun eyeing 20’s and min- 
utes for John Morrell’s Red Heart Dog Food. J. 
Walter Thompson thinking of announcements for 
Kraft Marshmallows. Weiss and Geller mulling 
over announcements for Toni Co.’s Tip Toni. 
McCann-Erickson asking about announcements for 
Swift. John W. Shaw for Quaker Oats and Leo Bur- 


nett for Converted Rice also considering spots. 


Added Starters 
Condensed additions to the Spot Report: Procter 


& Gamble Co.: announcements for Joy. (Leo Bur- 
nett Co., Inc., Chicago) Dr. Pepper Co.: announce- 
ment schedule through the south. (Grant Advertis- 
ing, Inc., Chicago) General Retail Corp., Men’s 
Division, subsidiary of General Shoe Corp.: For 
Flagg Bros. shoes, 20-second announcements in 
both day and night times. (Campbell-Ewald Co., 
Chicago) Simmons Co.: daytime minutes. (Young 
& Rubicam, Inc., N. Y.) The Cream of Wheat 
Corp.: announcements in several markets. (BBDO, 
Minneapolis) General Mills, Inc.: for a special 
Fruit Shortcake Carnival supported by Bisquick 
and Reddi-wip in major markets. (Knox Reeves 
Adv., Inc., Minneapolis) 


New Ziv Properties 
Too late for inclusion in the TELEVISION AGE Fall 


Film Syndication Guide (page 65), comes word 
from Ziv Television of five upcoming half-hour 
properties as part of the company’s newly an- 
nounced policy of offering its films for national sale. 
The new series are: Dr. Christian, drama, starring 
Jean Hersholt and MacDonald Carey; The Man 
Named X, spy mysteries; 1 Love a Mystery, sus- 
pense anthology; Mr. and Mrs. Theatre, dramas, 
and Craig Rice, detective stories. 


Compromise at Republic? 
Music Corporation of America has moved into 


the Republic Pictures fight in which Bernard Smith, 
Jr., with Wall Street backing, is trying to oust pres- 
ent studio boss, Herbert J. Yates. MCA has been 
buying large blocks of Republic stock. Though no 
proxy fight will be forthcoming at Republic, the 
chances are that a compromise agreement will be 
reached with the currently dissatisfied stockholders 
whereby some more outside directors will be named 
to the board and some of the present employee di- 
rectors dropped. Mr. Yates himself (who is re- 
ported to own some 30 per cent of the firm’s stock) 
is expected to bow out gracefully after a dignified 
lapse of time. The man to watch as a possible com- 
promise candidate to head the studio is the former 


head of Macy’s, New York: Richard Weil. 


Epstein Key Man 
The key man in the $1,550,000 deal in which 


ABC network and ABC Film Syndication acquired 
35 top Rank British features was Arthur M. 
Epstein, president of Fine Arts Enterprises, Inc. 
Mr. Epstein, through his motion picture distribu- 
tion company, Fine Arts, Inc., owned the United 
States theatrical release rights of some 15 of the 
Rank pictures, United Artists and Universal-Inter- 
national between them controlled the remainder. 
Fine Arts will distribute at least six of the Rank 
films in movie theatres throughout the country be- 
fore they are turned over to ABC for tv use: Red 
Shoes, Quartette and four starring Alec Guinness: 
Kind Hearts and Coronets, The Lavender Hill Mob, 
The Promotor and The Man in the White Suit. 


Spot Increases 

A Television Bureau of Advertising survey made 
from figures supplied by the N. C. Rorabaugh Co. 
shows a whopping increase in selected categories of 
tv spot expenditures in the first quarter of 1955 
over a similar period in 1954. Cited by TvB: 
packaged soap and detergents, up 34.0 per cent; 
toilet soaps, up 67.8 per cent; mouth washes, up 
93.0 per cent and shortening, up 220.3 per cent. 

TELEVISION AGE predicts the second quarter will 
also show a sizable increase in spot budgets for 
candy, cigarettes, shoes and soft drinks. 
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Here is a conclusive combination of two significant things: (1) a map showing Charleston, 


our important and prosperous Industrial Heart of America — five states with aa oe ag ee 
a built-in buying power that totals close to four billion dollars — and ey ooh 


Mazimum Power Stations WSAZ, 


(2) the mastheads of over 30 daily newspapers which always carry WSAZ-TV’s NBC BASIC ee eo oa ™ 
° ° tate 7. A arlesi 
program logs. They do this because their readers want to know what WSAZ-TV ABC & Du Mont 


Lawrence H. Rogers, 


is bringing them every day throughout this whole 125-mile sweep. You can’t Vice President and 


beat the barometer of public demand! ae = 


Nor can you beat the selling influence of WSAZ-TV in about half a million represented 
TV homes. Words are fine — but solid proof is better. The nearest —- 


by The Katz 
Agency 


Katz office has lots of the latter. 





CORPORATE CHANGES. The Am- 
erican economy's continued postwar 
growth last month gave signs of even 
more new shoots. Importantly, they 
were not branch-end developments, 
but new changes at the root level. All 
three instances involved major cor- 
muni- 


porations, had appropriately 


ficent capital meaning and were keyed 


ROBERT C. TAIT 
Stromberg base wider 


to making operations better, as well 
as bigger. In two instances, the word 
was “merger,” and in one, it was out- 
right “sale.” But, product-wise, for all 
three it meant “diversification, 

The first merger was between Strom- 
berg-Carlson, which netted some $1.9 
million sales of $63.5 million 
and General Dynamics 
Corp., which earned $20.8 million on 
a $648-million volume in 1954. 

Stromberg has long been a com- 


from 


last year, 


munications leader, owning its own 
outlets WHAM-TV-AM-FM  Rochesier, 
producing an important line of tv-am 
receivers, cornering a major part of 
the telephone-equipment market and 
filling some government contracts, as 
well. It has no plans for changing 
output, merely aims for “a wider 
base” through merger. 

Stromberg president Robert C. 
Tait will continue as head of that di- 
vision, becoming senior vice president 
of the new corporation. William Fay 


wwvrwee Newstront 


will remain in charge of broadcasting 
operations, recently made a separate 
corporation (TELEVISION AGE, July, 
1955). 

General Dynamics, which merged 
with Consolidated Vultee only last 
year, manufacturers planes and guided 
missiles (both in—and for—the U. S. 
and Canada), electric motors and gen- 
erators and naval vessels. (Its Groton, 
Conn., Electric Boat Division turned 
out the atomic submarine Nautilus and 
has orders for three more.) Dynamics 
president John Jay Hopkins described 
the deal for his company, perhaps 
with double 
diversification. 

Obviously, the 


radio-tv-communications 


meaning, as “sound” 


merger combines 
manufacture 
with that of ships-planes-weapons, re- 
portedly places both organizations in 
a better status for the “single-weapons 
system” whereby government defense 
contracts seem to ge most often to 


end-product corporations. 


The second merger meant a com- 
plete “white goods” line for RCA and 
places it, appliance-wise, in appliance- 
wide competition with G. E., Westing- 
house, Frigidaire and some six other 
major concerns which have acquired 
full lines since 1940. 

The new company will be known 
as the Whirlpool-Seeger Corp., with 
Whirlpool contributing laundry equip- 
ment plants; Seeger, refrigerators, 
and RCA, stoves and air conditioners. 
Total assets will, on stockholders’ ap- 
proval, reach $130 million with a net 
value of $85 million. 

Sears, Roebuck (which markets the 
Seeger Coldspot and Kenmore brands) 
and RCA will hold “less than” 50 per 
cent interest, while both parties will 
be limited on the board to about a 
20-per-cent stock vote. 
this Whirl- 
pool’s president Elisha Gray urged 
stockholder approval on behalf of “a 


Describing merger, 


more complete line,” designed to re- 


tain current share-of-market as well 
as to build sales. 


But the most significant deal for the 


tv industry was the sale of RKO Radio 
Pictures Corp., by Howard Hughes to 
General Tire & Rubber’s television 
Teleradio, for 


$25 million. Long-rumored as in a 


subsidiary, General 
selling frame of mind, Hughes, who 
wrote a check for some $23.5 million 
when he bought RKO in 1954, made 
Wall Street gasp by also effecting his 
sale for cash. 

But the approach was not a new 
one for General Teleradio which 
bought 30 feature films from the 
Bank of America in March, 1954, for 
some $1.3 million—then a_record- 
breaking price—and promptly turned 
the package into a high rating—and, 
reportedly, profit-making—deal as 
Million Dollar Movie. 

From RKO, General Teleradio gets 
a 20-year backlog of, reportedly, 800 
features, including most the Ginger 
Rogers-Fred Astair hits of the 


THOMAS J. O’NEIL 


Greater interest 


Thirties, plus such notables as Lost 
Patrol, Citizen Kane and Notorious. 
If estimates of the financial world are 
correct—that nine major Hollywood 
studios hold some 3,000 old features 
with a tv worth $100 mil- 
lion 800 
tures have probably just about cleared 


of about 


General Teleradio’s fea- 
the investment already. 
In addition, the sale gives General 


(Continued on page 35) 
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WJBK-TV GOES FAR AND WIDE 
TO MAKE SALES FOR YOU 
THROUGHOUT THE HUGE DETROIT- 
SOUTHERN MICHIGAN MARKET 


Area Survey Figures Show 


WJBK-TV Tops ‘em All! 


Look at these typical ARB figures for March, 1955, for example: 


IN FLINT, 58 miles from downtown Detroit: 


47% tune most to WJBK-TV before 6:00 P.M. 
14% to 2nd Detroit station; 3% to 3rd Detroit station 


48% tune most to WJBK-TV after 6:00 P.M. 
14% to 2nd Detroit station; 3% to 3rd Detroit station . 


IN ANN ARBOR, 40 miles from downtown Detroit: 


26% tune most to WJBK-TV before 6:00 P.M. 
18% to 2nd Detroit station; 13% to 3rd Detroit station 


43% tune most to WJBK-TV after 6:00 P.M. 
25% to 2nd Detroit station; 8% to 3rd Detroit station 


There’s a lot more to the ‘‘Detroit Television Market’ than just 
Detroit alone! More than 800,000 TV homes out of 1,590,000 are 
outside Wayne County. For real area coverage, you need the 
station that’s most welcome in those homes, as well as in 
Detroit... WJBK-TV. 


Success story after success story in our files show the far-reaching 
selling power of WJBK-TV’s top CBS and local programming, 
1,057-foot tower and 100,000 watt maximum power. We'd 
welcome a chance to do a selling job for you in this multi-million 
dollar Michigan market. 


WIDK-LV 2. 
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Newsfront (Cont'd from 33) 


Teleradio producing and distributing 
studios and facilities in Hollywood, 
Culver City, New York and Mexico 
City, some 100 domestic and foreign 
picture exchanges, the RKO-Pathé 
newsreel division and a video produc- 
tion subsidiary, RKO Television, Inc. 
The usually non-commital and notably 


-silent Thomas J. O’Neil, General 


Tire’s vice president and president of 
General Teleradio, said his company 
“now has a greater interest in motion 
pictures than in any other field of 
entertainment.” 

Even so, General Teleradio’s tele- 
vision-radio holdings are not incon- 
siderable. They include 58 per cent 
of the Mutual Broadcasting System, 
the Don Lee Network, the Yankee 
Network, six am outlets and four tv 
stations, WNAC-TV, Boston, KHJ-Tv Los 
Angeles, .wor-Tv New York and 
WHBQ-TV Memphis. (It also held 55 
per cent of wcGTH-Tv Eartford until 
CBS Television bought the UHF’er 
early last month.) 

Mr. O'Neil noted no_ personnel 
changes will be made at RKO and 
that film production will be continued 
(in order, presumably, to write off 
gradually the studio’s $20-million tax 
debt). It was further predicted the 
backlog of features would be spooned 
out for television to avoid flooding 
the already over-crowded market (see 
story, page 44). And, the new RKO 
owner summarized, “The purchase... 
marks another important step in di- 
versification.” 


OVER THE RAINBOW. While the 
color picture seemed last month to 
have faded somewhat from the sum- 
mer’s sun, it was not, however, with- 
out developments: 


e Canada is getting ready for 
color, to start experimentally by the 
fall of 1956, the Canadian Broadcast- 
ing Corp. hopes. The news broke with 
announcement of the CBC 1955-56 
budget which apportions $500,000 for 
color, most of it for equipment to 
convert present b&w transmitters in 
Montreal, Ottawa and Toronto. Plans 
call initially for pick up of U. S.- 
originated programs. 

(The British Broadcasting Corp. 








JAMES H. CARMINE 
May speak independently 


announced it, too, was looking toward 
color, expected to see it on English 
screens around 1958.) 

Although the color set count in 
Canada is reported at the zero level, 
A. Davidson Dunton, chairman of the 
CBS board of governors, and other 
officials expect even experimental 
colorcasts to promote set production 
and sales. While they were shooting 
for a $1,000-or-less price tag on sets, 
costs there usually run from 40 to 50 
per cent higher than in the United 
States. 

e And in the U. S., color prices 
will range around $795 and $895, the 
cost of RCA’s two new models. Philco 
and Capeheart-Farnsworth echo the 
price structure set by RCA, although 
Philco’s president James H. Carmine 





A. DAVIDSON DUNTON 
Looking to color 





has put the industry on notice that 
he may well speak independently when 
it comes to color patents. Now in the 
process of introducing new fall models, 
other manufacturers putting color on 
the line, so to speak, include Emerson, 
Sentinel, Hallicrafters and Magnavox. 
And Sylvania was scheduling its ver- 
sion, too, to have been introduced at 
the end of last month. 

What is significant, of course, is that 
so many manufacturers are beginning 
to produce color sets. Most do not ex- 
pect to realize great sales from colos 
—not to mention profit—but they feel 
that, prestige-wise, they can no longer 
afford to ignore multichrome. Clearly, 
that feeling doesn’t break the low- 
cost set problem wide open, but it 
makes a noticeable crack. 


Color Programming 

e Color programming hit a sum- 
mertime ebb until NBC last month put 
The Matt Dennis Show (replacement 
for Eddie Fisher’s and Tony Martin’s 
time slots) and The Vaughn Monroe 
Show (stand-in for Dinah Shore) 
into multichrome. The same network 
further bolstered its summer schedule 
by preparing a few more big ones for 
late July and August: The Four 
Poster, Svengali and the Blond with 
Broadway's Carol Channing, and The 
King and Mrs. Candle with Cyril 
Ritchard. 

But come fall, both NBC-TV and 
CBS Television will be mixing colors 
again—and with a heavy hand: 

CBS Television planked out a triple, 
some $3 million, for a series of six 90- 
minute Eastman color films, to be shot 
in Europe by Orson Welles. 

NBC-TV came up with pace-setting 
plans for a daily, daytime color drama, 
comprised both of original plays and 
live repeats from Kraft Theatre and 
Philco-Goodyear Playhouse. The day- 
time schedule is an important sales 
signal since dealers will be able to 
tune into color in their showrooms 
during the all-important buying hours. 
And, the network explained, there'll be 
a step-up in color test patterns so floor 
models can at least be turned on most 
of the business day. 

(CBS Television will undoubtedly 
pursue a similar daytime schedule.) 

e Progress also continues on the 


(Continued on page 92) 
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WBTV-WBTW combination creates 


market comparable to nation’s 8th largest 






WBTU 
Lud 


in the industry-mushrooming Carolinas 


Advertisers have a rich 
stake in what’s happening 
in the Carolinas. 


The Carolinas are on the 
march economically, and two 
top-power stations—WBTV 
and WBTW—now service this 
upsurging selling market. 


WBTV and newcomer 
WBTW can, as a 
combination, deliver 50% 
of the people in North 
and South Carolina. 


Together, WBTV and WBTW 
create a market of 3,375,000 
people, over $3% billion 
in buying power and 
$2% billion in retail sales— 
a TV market comparable 
to the eighth largest 
in the nation. 

For complete details on how 
JEFFERSON STANDARD BROADCASTING COMPANY © WBT'V and WBTW truly 
measure up to “Dominance 
doubled in the Carolinas,” 
call CBS Television 
Spot Sales. 
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Tele 


Magazines 27.1% 


Newspapers 13.5% 


Radio 10% 


. the medium which claims the at- 
tention of the average set-owning family for 
nearly five hours each day, enjoys a_ prestige 
which includes everything it touches. 

This halo of television good will extends be- 
yond the artists who are seen on tv, or the 
stations and networks which carry the programs, 
and covers as well the advertisers who, under the 
American system, make television possible. 

Research just being completed by the Institute 
for Motivational Research, Inc., headed by Dr. 
Ernest Dichter and sponsored by the Television 
Bureau of Advertising, makes this television 
prestige clearer than ever before. The fact that 
a national brand is or is not on television is often 
the deciding factor with the average buyer. 

Out of 17 types of nationally advertised 
preducts sold in the average supermarket the 
average housewife finds television is either the 
dominant or the leading influence in the choice 
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n wears a halo 


Mass motivation 


is toward buying 
brands identified 


with medium 


of 14. Magazines are the leading, but not the 
dominant, influence in the choice of three, while 
radio and newspapers fail to score a first in any 
category. 

In terms of money, almost half of the dollars 
spent—49.4 per cent—for nationally advertised 
products are influenced most by television as 
compared with 10 per cent by radio, 13.5 per 
cent by newspapers and 27.1 per cent by maga- 
zines. In other words tv influences five times 
more purchases than radio, three and a half 
times more than newspapers and five sixths more 
than magazines. The result might well be termed 
a field day for the visual medium. 

The TvB survey was set up under the direct 
supervision of Dr. Leon Arons, director of re- 
search for the bureau. It was intended to go be- 
yond—deeper—than the many good, bad and 
indifferent studies which have been made in the 
past. Dr. Arons wanted to know what is happening 


39 








to people at the psychological level. 
What media provide the most favor- 
able psychological climate for the 
purchase of goods? 

It was a tough problem. Mrs. Average 
Housewife often does not know what 
makes her buy a particular brand and, 
when she does, she’s apt to shy away 
from admitting the reason, even to 
herself, let alone to an interviewer 
whom she has just met a few mo- 
ments before. 

So Dr. Arons conferred with the 
advertising veterans at TvB, called on 
agency experts in the research field 
and ended up in consultation with Dr. 
Dichter and his staff. 

It was decided that this research 
would be new and different. It would 
test the attitudes and 
emotions and their readiness to buy. 


consumers’ 


It would go into the psychological 
values of each medium. It was agreed 
that the attitudes of people are deter- 
mined by their various backgrounds. 





Further, it was agreed that the medium 
which influenced their buying could 
not be neutral, with the advertiser’s 
message itself the only thing of .im- 
portance. It was necessary to find a 
way in which this influence of the 
medium could be honestly and fairly 
measured. 

The supermarket was hit upon as 
an ideal laboratory. Here housewives 
buy their needs in a relaxed atmos- 
phere with few outside influences to 
distract them. In the natural shopping 
procedure, the choice of brands and 
goods is average and uninhibited. As 
personal selling becomes less and less 
important the necessity of preselling, 
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through advertising grows. 

With this agreed, the next question 
was how to set up the study. Feeling 
that this could best be determined 
“on the ground,” Dr. Arons and the 
Dichter people tried a pilot study in 
a supermarket. Researchers spent a 
full day in the store. 

It had been decided that shopper 
reaction could best be measured if 
shoppers did their buying in the usual 
way and then, at the check-out coun- 
ter, sorted each nationally advertised 
brand, just bought, into one of four 
labeled, “newspapers,” “tele- 
vision,” “radio” and “magazines.” 
These bins would be rotated system- 
atically so that no possible pattern of 


bins 


choice would be possible. 

It didn’t take long to find out that 
the reluctance of shoppers to admit 
they had been “influenced” by any 
media was an important obstacle in 
the testing procedures. As Dr. Arons 


had suspected they felt that other 








shoppers might be influenced, but their 
choices in buying were their own free 
and independent selections. 

To overcome this, a special pro- 
cedure was developed. A shopper was 
given a preliminary sorting trial using 
local brands. These she sorted accord- 
ing to the influence she felt the various 
media had on “people she knew.” 
When the main part of the study of 
nationally advertised brands began, 
the shopper was asked to change the 
sorting procedure from influence on 
“people she knew” to the media which 
“influenced you most.” With the sort- 
ing serving as a bridge there was no 
need for the housewife to admit 





verbally that she had been influenced, 
and the physical fact of sorting alone 
was the expression of what she 
thought and felt. 

The reliability of the findings de- 
veloped by the technique was con- 
firmed by the depth interviews carried 
out with every tenth shopper after the 
sorting was completed. 

After a preliminary test of 75 shop- 
pers, most of whom submitted to the 
personal depth interview, it was de- 
cided that the system was perfected 
enough for practical application. The 
researchers were ready to begin the 
actual study. 

A total of 555 shoppers cooperated 
in the study which was conducted in 
Peekskill, Croton and Syracuse, New 
York; and in Fresno and San Fran- 
cisco, California. The average size 
order was approximately $8. Inter- 
views were spread over every shop- 
ping day of the week. 

All of the sorting and all of the in- 


terviews were under the supervision 
of Dichter personnel to insure that 
the interviewer secure the cooperation 
of the housewife and that the sorting 
of the nationally advertised products 
actually be done according to the 
shopper’s own belief as to the media 
which had influenced her most. Co- 
operating shoppers were not paid, but 
were offered a cup of coffee during 
the oral interview, which usually took 
about twenty minutes. 

The high number of interviews for 
this type of research is believed to 
insure the accuracy of the findings. 
Variations were noted from market to 
market because of the differences in 













































the way the people lived and in their Medium influencing purchase most 


backgrounds. All of the areas sur- 
veyed are relatively old television 
markets since Croton and Peekskill 
receive New York stations, while San 
Francisco and Syracuse have also had 
tv for many years. 

Of the 555 shoppers interviewed 
502 were from television homes. These 
502 bought a total of 4,529 nationally 
advertised products and paid a total 
of $1,108.50 for them. A breakdown 
of these nationally advertised prod- 
ucts (according to the medium which 


Purchases of grocery products by 
percentages of dollars spent in each category 


RADIO 


influenced their purchases most) 
showed that 419 products, valued at 
$110.94, were bought because of radio 
influence; 593, worth $149.40, because 
of newspapers; 1,387, worth $299.92, 
because of magazines, and $2,120, 
worth $584.24, because of television. 

The breakdown by categories (see 
table) showed that of the 17 cate- 
gories, television was the dominant 
influence in nine—more than _ half. 


NEWSPAPERS 






































MAGAZINES 














The medium was the leading influence 


in 5 other categories, making a total 
of 14 of the 17 categories in which 
television outscored other media. The 
canned goods categories, including 
canned fruits and vegetables, canned 
meats and fish and _ condiments, 
sauces and the like, all fell into the 
magazine-influenced group. (It is 
noteworthy that nationally advertised 
canned goods are not large users of 
television time.) Neither radio nor 
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Desserts 


Drugs & Toiletries 


Dry Foods (Flour, Mixes, Rice) 
Pet Foods 


Cigarettes 


newspapers scored any firsts in in- 

fluence. 
The highest influence of any tele- 
vision category was scored by soft 
(Continued on page 94) 


Baked Goods 

Canned Fruits & Vegetables 
Canned Meats & Fish 

Dairy Products 

Frozen Foods 

Paper Products 

Soaps & Cleansers 

Soft Drinks & Beer 


Condiments, Sauces, etc. 




















in a series 
of product group 
success stories 


s fresh, liquid milk is close to being 
A the perfect food, television is fast 
proving itself as a near-to-perfect adver- 
tising medium to promote milk sales. 

Dairies and dairy product firms are 
finding that television, like the sales- 
man renowned for selling refrigerators 
to Eskimos, has tremendous selling im- 
pact. Happy in that discovery, the 
distributors of milk, ice cream, butter 
and cheese have been pouring more 
and more money into the visual me- 
dium until they are now one of tv's 
most important customers. 

The gross farm income from dairy 
products is increasing every year. In 
1952 it was reported at more than $5 
billion. It is not surprising, then, that 


* All figures are TELEVISION AGE estimates 
based on Business Barometer and P.L.B. 
reports. 
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last year dairy products accounted for 
more than $25 million of the $531 
million spent for television time. It is 
expected that out of this year’s pre- 
dicted $710 million in television rev- 
enue their contribution will be over 
$33 million.* 

And the dairy business is a con- 
sistent contributor to all tv revenue 
classifications. Hardly a television sta- 
tion on the air today does not have a 
basic dairy account, and many boast 
five or more. TELEVISION AGE estimates 
that in 1954 dairies and dairy product 
advertisers spent $12.2 million on net- 
work television, $7.7 million on na- 
tional spot and $5.4 million on a local 
level. 

This year the totals will be even 
higher. Network is expected to total 
$15.9 million; national spot, $10.2 
million, and local, $7.1 million. 

Out in Minneapolis-St. Paul where, 
since 1934, the Milk Foundation of the 
Twin Cities has never used any adver- 
tising medium except radio and tele- 


Dairies 
and dairy 
products 





vision, they are proud of the fact that 
the area has consistently been either 
first or second in the United States in 
the per-capita consumption of fluid 
milk. 

“Our only competition,” says Ralph 
W. Hobbs, of Ralph Hobbs Associates, 
agency for the foundation, “is the city 
water tap. We advocate the use of milk 
instead of water for gravies, cooking 
cereals and the like. As the advertising 
agency for the milk foundation, we are 
convinced that television is the primary 
answer, not only because of our ability 
to give the basic arguments in favor 
of fresh, whole milk, but also because 
we are able to do a ‘Kraft-type’ job of 
showing how fresh, whole milk can be 
used in cooking and baking to add 
nutrition to meals.” The foundation 
spends 75 per cent of its advertising 
budget on wcco-Tv Minneapolis. 

In Pensacola, Fla., where the Dothan 
Ice Cream Co. consistently uses a flavor- 
of-the-month promotion on WEAR-TV, 
the company verdict is, “We sometimes 














Television is proving itself basic for this important food industry 














hesitate to name a flavor because the 


demand is so great many dealers 
simply don’t have space to refrigerate 
and stock enough of the product to 
keep up with it.” 

To the west in Amarillo, Texas, Ford 
Madison, advertising manager of Plains 
Creamery Inc., finds television “the 
most powerful selling tool we have 
ever used” and a basic part of their 
advertising planning. The firm uses 
KFDA-TV Amarillo. 

There are literally hundreds of other 
local, regional and national dairy 
product distributors who are just as 
emphatic in their support of the 
medium. Size doesn’t seem to influence 
enthusiasm. 

Tops from the money angle in the 
dairy field are the big national dis- 
tributors. For the most part they find 
network programs their best basic buy. 
Biggest of these is National Dairy 
Products Co. which spent roughly $2.9 
million in 1954 on NBC promoting 
Kraft cheese with Kraft Television 


7 \ 





Theatre and another $1.6 million for 
the same show on ABC-TV. About $1.3 
million went to CBS Television for 
Sealtest Dairy Products’ show, The 
Big Story. 

This year, in addition to the Kraft 
Theatre (9-10 p.m., Weds.) on NBC- 
TV for Kraft cheese, National Dairy 
Products is using Tom Corbett, Space 
Cadet on NBC-TV and The Big Top 
(12-1 p.m., Sat.) on CBS Television 
for its Sealtest Dairy Products. 


Use National Spot 


In addition, National Dairy Products 
uses a considerable amount of na- 
tional spot for its Sealtest division. 
During the first quarter of 1955, 
Rorabaugh Reports find that, of 230 
reporting stations, 16 carried spot pro- 
grams for the company and its sub- 
sidiaries. Six others reported spot for 
various Kraft cheese products. 

The Pet Milk Co. was another large 
network user in 1954, sponsoring Life 
with Father on CBS Television at a 
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cost of around $350,000 and the Ted 
Mack Original Amateur Hour on NBC- 
TV, on which it spent $1.5 million. 
The George Gobel Show on NBC-TV 
cost Pet around $225,000. 

This year Pet Milk Co. is sponsoring 
the New Red Skelton Show (9:30- 
10 p.m., Tués.) on CBS Television and 
the George Gobel Show (10-10:30 
p-m., alt. Sats.) on NBC-TV. 

A subsidiary of Pet Milk Co., 
Cloverleaf Dairy, Salt Lake City, a 
radio advertiser for 15 years, has been 
in television about five. General man- 
ager George Donald and advertising 
director Ken Allread have used both 
spots and programs. At present they 
have Cloverleaf Theatre, a weekly full- 
length feature film on KsL-Tv Salt Lake 
City. Gillham Advertising is the agency. 
A cottage cheese sales campaign featur- 
ing a pottery bowl premium was adver- 
tised on radio and in newspapers as 
well as on television and proved 
very successful. But agency executives 


(Continued on page 103) 
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Tv syndication seems positive to establish new records this vear 


he year 1955-56 may well become 

remembered as the greatest year 
for television film. It will at least go 
down as a major point in time, by 
which significant events are reckoned, 
for film syndication is emerging from 
the elementary and formative stage. 
Right now, it is becoming big busi- 
ness. And what’s more, it promises 
shortly to enter the final, weeding-out 
period. 

Clearly, this growth depends on the 
stepped-up use of film on tv. The 
networks are all adding much more 
filmed programming this fall. Further, 
film use is increasing in daytime slots, 
too, heretofore the bastion of live per- 
formances. And national advertisers— 
because of booking flexibility—and 
regional and local sponsors—because 
of the high program quality — are 
using syndications more and more on 
local stations. 


Many in Production 


The number of new series now being 
offered, or in production, has in- 
creased enormously (see listing, page 
65). The sheer rise in production has 
made the business more competitive, 
and the result is that film salesmen are 
developing creative techniques with a 
punch. 

Production budgets, too, are going 
up. That means, of course, a product 
of finer and higher quality. By mid- 
summer, more than 30 tv series were 
in production on the west coast, mostly 
in 39 or 52 half-hour installments. 
While half-hour costs ranged between 


$25,000 and $40,000, at least one was 
keyed to the $65,000-mark on paper. 
And a few programs were being 
brought in in hour-long form. (Each 
of General Electric’s 26 hour-long pro- 


grams is budgeted at about $175,000.) 


High Target 


In fact, syndication leaders (see 
cover) agree that the industry as a 
whole is shooting high—and fast: 
Here are just a few of their observa- 
tions: 

“It’s already apparent that 1955 is 
going to be tv film’s biggest year,” 
says Michael M. Sillerman, executive 
vice president, Television Programs of 
America. 

“Tv films are better than ever—and 
there are more of them,” says George 
Shupert, president of ABC Film Syn- 
dication, in paraphrasing the motion 
picture industry’s recent slogan. 

“We anticipate the biggest year in 
our company’s history in the 1955-56 
season,” says Harold L. Hackett, board 
chairman and president of Official 
Films. 

“The film outlook for fall is very 
good,” says Ralph Cohn, president 
and general manager of Screen Gems. 

The networks, for example, have 
plans for greater use of their Holly- 
wood production centers, as well as in- 
creased film programming. ABC-TV 
plans to telecast 597 hours of film and 
78 hours, live, in the forthcoming 
year. CBS Television is scheduling 552 
hours of film, as compared to 520, live. 
NBC-TV, which has just started its 


own production unit, is slating 325 
hours of film, and 696, live. And the 
Du Mont Network, now in transition, 
has plans for an all-film operation. 
Even national advertisers are turn- 
ing to film for spot placement. That 
has been helped, in part, by the in- 
crease of network control over pro- 
grams, higher network rates and, even 
so, the shortage of good Class A net- 
work time. But just as important, the 
spot advertiser can call his own shots 
in placing a syndicated show. 
“Although many top national ad- 
vertisers are using syndicated film, it’s 
hard to say they’re going overboard,” 
an agency spokesman for one of the 
leaders explains. Quality- and audi- 
ence-wise, syndicated films are ac- 
cepted fully on a par with live pro- 
grams. And, in contrast to network 
shows, they .offer the extra advantage 
of allowing the sponsor to choose his 
own markets, hand-pick his stations 


and time slots, he explains. , 


Budget Is High , 


One factor to consider, however, is 
that a top-flight syndicated show re- 
quires such a large production budget 
that syndicators cannot sell them the 
first time around under anything but 
firm, non-cancellable contracts. Sign- 


‘ 


ing for 52 weeks is standard; “seldom” 
can a 26-week deal be arranged, and 
In fact, 


most syndicators know in advance the 


a 13-week cycle is “rare.” 
minimum number of full-year con- 


tracts they must sell before amortiza- 
tion costs can be met—to say nothing 
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of making a profit. 

Agencies are aware of this financial 
problem for syndicators, however, and, 
as a result, usually do not even inquire 
about short-term deals. Instead, they 
propose syndications for clients whose 
campaigns—and ad budgets—call for 
consistent, year-long effort. “Certainly, 
syndications are no less desirable a 
buy,” says that agency spokesman. 

A few examples of national sponsors 
now using them, however, include 
Nehi, with the MCA-TV release, The 
Ames Brothers’ Show, in 195 markets; 
Bulova, with Screen Gems’ re-runs of 
Ford Theatre, scheduled to each 170 
makets by fall, and Bromo Seltzer with 
Ziv’s Eddie Cantor Comedy Theatre 
on 17 stations. This fall, Du Pont will 
run a 15-minute weekly football pre- 
diction film (for its anti-freezes, 
Zerone and Zerex) in close to 200 
markets. And there are others. 


Makes Local Programs Lavish 


But film has also proved a boon— 
if not a bonanza—to regional and local 
advertisers. It allows them to present 
as lavish a program as a national 
competitor’s, without spending a com- 
parable amount. 

Since the bulk of syndicated film is 
still sold directly to the advertiser, the 
sales pattern has been to aim first at 
the large regional sponsors, then go 
after the smaller regional prospects 
and, finally, to hit the local operation. 
While many stations do buy syndica- 
tions, for the most part they are re- 
luctant to tie themselves up for long- 


term commitments without a definite 
sponsor. 

Yet one big problem in selling 
syndicated film today is time clear- 
ance. The clock is being pushed back, 
with late evening hours offered—and 
sold. Some film men urge stations to 
schedule their late evening news shows 
even later because many families wait 
—and watch—until a roundup of 
current events, then go to bed. 


Same Film on Two Stations 


Another solution many advertisers 
are using is the “double exposure” 
approach. When they can’t get time 
on what they consider the No. 1 station 
in a market, they sponsor the same 
film on two stations where the com- 
bined ratings are in line, on a cost- 
per-thousand basis, with what they are 
paying for the show. 

Nevertheless, a few syndicators are 
worried about the treatment of regional 
and local advertisers by local stations. 
They feel that unless good time periods 
continue to be made available to these 
advertisers, they may be lost to com- 
peting media. 

To clarify terms, film syndication, 
in contrast to film production, is the 
marketing of the product. The syn- 
dicating method is comparable to the 


way a news organization will syndi- 
cate its columns to a number of other, 
non-competitive newspapers. 

As the phraseology that describes 
film selling has fluctuated, so has the 
field of film syndication, itself, been 
elastic. Part of that is because con- 






Film is becoming big business with few of the smaller independents 


tracts for selling each series are cus- 
tom-built, with some producers also 
syndicating their own output. (To do 
so—or not—on tv is currently a major 
legal-economic question that Holly- 
wood feature studios are trying to re- 
solve.) And, in the early days, many 
syndicators became, unfortunately, 
come-and-go operators. 

But now the field contains some 50 
companies of importance. Of the syn- 
dicators, perhaps only ten can be called 
major; another ten, of good size, and 
the remaining 30,’ small. But the top 
20, it is safe to say, probably handle 
some 90 per cent of the business. 

And the money involved is impres- 
sive. Production budgets for the 1955- 
56 seasom have been estimated, most 
recently, as totalling an easy $100 
million. Distribution, including mer- 
chandising, is cited as being nearly a 
$40-million addition to that figure. 


Volume Bigger than Movies 


Whereas that does not equal the 
estimated $350-million investment in 
Hollywood feature films (which are 
considerably more expensive to prod- 
uce), the television volume has far 
outdistanced that for movies. Theatre 
features this season are expected to 
total only some 480 hours of enter- 
tainment, while, as noted above, three 
tv networks, alone, are scheduling 
nearly 1,500 hours of film from just 
the West Coast. 

The tv picture has come into sharp 
focus within the two years since this 
magazine published its first article on 
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§ surviving pressure 


the industry, “Cinematic Chaos” 
(TELEVISION AGE, August, 1953). The 
market then was a seller’s market, with 
syndicators generally enjoying an 
“easy sell.” Stations badly needed pro- 
grams to stay on the air, and filmed 
shows were, in spite of their prices, 
still cheaper than going on live. 


Program Famine Easing 


But now, with film offerings at an 
all-time high, the program famine has 
eased. To offset the amount of new 
product, the average films are having 
a shorter life, now estimated at about 
two years. But the best properties, in- 
stead of being retired as expected, 
have continued on the market and are 
getting repeated repeats. (Some have 
survived as many as seven re-runs and 
still have lots of life in them.) 

As a result, it has become a buyer’s 
market, and the syndicator is now 
faced with a tough job. 

First, he often competes with him- 
self— that is, he must sell his new 
series, as well as whatever old series 
he still has making the rounds. In 
effect, it seems the syndicator is trip- 
ping over his own footage. 

Second, the days of the “exclusive,” 
one-company product are over. Com- 
petition has had a chance to catch up. 
The individual sponsor, as a result, 
doesn’t have to worry if he doesn’t get 
syndicator A’s detective-mystery series 
—syndicators B and C each have com- 
parable (if not similar) stories avail- 
able, or in the works. The buyer can 
(Continued on page 53) 
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hortly after he founded one of 

Kansas City’s first advertising 
agencies in 1911, R.~J. Potts was 
talking with the late E. L. Warner, 
president of a nearby town’s steel 
products factory, the Ottawa Manu- 
facturing Co. Warner was worried be- 
cause his business, strongly dependent 
on fencing sales, was doomed. The big 
steel mills, with whom he could not 
hope to compete, were moving in and 
producing fences, too. How, he won- 
dered, could he build the volume of 
his other products? 

Potts suggested a small advertise- 
ment in a farm publication, wrote one 
out for a power-driven log saw and 
took care of placing it. The ad pulled. 
And Potts got an account that was to 
stay with his agency for the succeeding 
40 years. By repeating the technique, 
he helped sell more than 225,000 of 
the power saws in the end—plus an 
arm-long list of other steel products. 

But even more important, out of the 
experience came an advertising philos- 
ophy that has built R. J. Potts-Calkins 
& Holden, Inc. into the largest, fully 
integrated agency west of St. Louis. 
“It’s the renewal that counts,” says 
Dick Potts today, now chairman of 
the board. “Brilliant hard selling may 
get that first order for the client, but 
volume is achieved in advertising by 
renewals, year after year.” 


The format seems to apply to his 


48 August 1955, Television Age 





In Kansas City, 


the regional agency 
of Potts-Calkins & Holden 


proves the point 


agency as well as his advertising meth- 
ods. His 60-some clients are steady 
renewers; they average nearly nine 
years apiece with the agency. While 
some allot only $15,000 annually for 
their advertising effort, others spend 
$1 million, or more. The total billing 
comes to a tidy $7 million, an impres- 
sive figure for a regional agency. 


Television Pays Off 


And about 19 of the clients—nearly 
a third—are using television. They in- 
clude such leaders as Braniff Interna- 
tional Airways, R. H. Macy and the 
important Interstate Bakeries Corp. 
Even a stationery store and a lumber 
mill have found that television’s costs, 
in the long run, pay off. 

The tv sponsors include Mid-Con- 
tinent Petrolum Corp., Stuart Hall Sta- 
tionery, Cook Paint & Varnish Co., 
Elko Camera Stores, Forum Cafeterias 
of America, Meyer Milk and Ice 
Cream Co., Rutherford Food Corp. 
(Hi-Power products), Neosho Nurser- 
ies, First Federal Savings & Loan Assn. 
of Kansas City, Gooch Milling Co., 
Griffin Grocery Co., City National 
Bank & Trust Co., Long-Bell Lumber 
Co., Electric Assn. of Kansas City, 
Kansas City Custom Garment Co. and 
Page Milk Co 

R. J. Potts-Calkins & Holden today 
has its own five-story office building 
at Twenty-Second street and Grand 


avenue, just a mashie shot away from 
K.C.’s Union Station. Its 110-man staff 
is prepared to handle just about any 
advertising job and, in fact, through 
working agreements with local agen- 
cies in Havana, Panama City, Lima, 
Rio De Janeiro, Sao Paulo and Buenos 
Aires, does turn out ads written in 
Spanish and Portugese. In that sense, 
the Potts agency reflects the vigor and 
agressiveness of its own spirited, grow- 
ing city, which has become big league 
in many ways other than baseball. 

And Mr. Potts, who has come to be 
known as the dean of Kansas City ad- 
vertising men, has used executive good 
sense and backboned his agency with 
first-rate people: 

The president, for example, is James 
Bicknell “Bick” Woodbury, a Cornell 
civil engineering graduate who is now 
in his early fifties. Bick Woodbury 
entered advertising even before he 
served as a field artillery captain dur- 
ing the first world war. After the war, 
he joined The Tulsa World as national 
advertising director, staying there un- 
til he teamed up with Potts in 1925. 
Their working arrangement, now 30 
years old, has obviously proved a dur- 
able and effective one. 

The agency, Woodbury explains, 
hews straight to the line in selling 
products and services. “We don’t be- 
lieve in formula-type campaigns. Some 
agencies employ the same technique 























whether they’re selling oil field rigs— 
or diapers.” The important point, he 
avers, is “copy that sells.” 

Responsible for all copy is vice presi- 
dent John K. Barton who joined the 
agency Dec. 15, 1951, a day his asso- 
ciates still describe as “red letter.” 
Barton, who looks more like a college 
president than most college presidents, 
has held top copy spots in major ad- 
-vertising centers, but he retains—as 
does the winningly familiar appeal of 
his own copy—a healthy regard for 
his native Kansas City. 

And he’s still quoted around the 
office for one of his early remarks, 
made when he was assembling the top- 
grade copy staff he now heads: For 
every copywriter wearing a pink shirt 
and suede shoes, he hoped for two who, 
on their feet, had barnyard mud. 

Since then, the agency has spent 
“many thousands of dollars” in re- 
cruiting—and retaining—its copy staff 
from across the nation, but its invest- 
ment has paid off. “Like gold,” says 
Bick Woodbury, “a good copy man is 
where you find him.” 

The copy department, needless to 
say, plays an important role in servic- 
ing major accounts. The Plans Board 
for each client’s campaign is usually 
made up of a five-man team, a member 
of the copy department, an art director 
(the agency has a good art staff), two 
account executives and the television- 
radio department—if they are involved, 
and they usually are. Sometimes, a 
marketing expert or the outdoor direc- 
tor are invited to sit in, and vice pres- 
ident Barton, himself, frequently joins 


R. J. Potts, chairman of the board 





















the conferences, alternating with the 
two account executives. 

The television-radio department at 
R. J. Potts-Calkins & Holden is headed 
by William J. Brewer, tv director, with 
Gene Dennis serving in the comparable 
radio post. 

“We have found,” Brewer observes, 
“that it is not necessary to have a 
Hollywood budget to turn out worth- 
while tv commercials.” He speaks from 
experience: During a recent 12-month 
period, Brewer and his eight-man de- 





J. B. Woodbury, president 


partment prepared and produced com- 
mercials and edited films for more than 
50 video stations. (Some 75 per cent 
of the announcements were produced 
in their own shop.) In the same time 
span, they also wrote and/or produced 
both transcribed and live commercials 
for some 307 radio stations. 

Television billing has hit a sub- 
stantial pace, after its standing start in 
October 1949 when video first arrived 
in Kansas City. It now contributes 
some 15 per cent of the agency’s total 
volume. The figure is even more im- 
pressive in light of two additional facts. 
First, this is an agency that has 
specialized in—and that has realized 
much of its growth from—print media. 
Second, its operation remains regional, 
relatively free from the tv racetracks in 
New York and California. 

As in the copy department, the tv- 
am section is built on the bedrock of 
experience. Television director Brewer 
started as a continuity writer, an- 
nouncer and disk jockey in radio while 
he was attending the University of 
Arizona. In 1941, he went into net- 
work radio with NBC in Chicago, serv- 
ing in the transcription department 





and, later, as traffic manager. After war 
service overseas (where he headed his 
division’s radio station in postwar 
Italy), he rejoined NBC as assistant 
continuity editor. Then he went into 
video with WNBQ and wBKB Chicago, 
writing, editing and producing. He 
signed on with the Potts agency in 
1949. 

Radio director Gene Dennis started 
his career with Ksoo and KELO Sioux 
Falls in 1935, two years later became 
program manager of the KELO opera- 
tion. He was invited to Kansas City 
in 1938 to join KMBC there and two 
years later was that outlet’s special 
events director, originating several pro- 
grams for the CBS Radio network. He 
joined Potts-Calkins & Holden in 1947, 
but took two years out (from 1949 to 
1951) to manage KWHN Fort Smith, 
Ark. before he returned to the agency 
for good. 

Al Christie, 
television, started with KCKN Kansas 
City in 1940, went to The Kansas City 


assistant director of 
















W. J. Brewer, television director 


Star’s wpaF there after Army service 
and woke up the city with his popular 
Musical Clock show. Three years ago, 
Al deserted radio to become program 
director of WDAF-TV Kansas City 
(where he became familiar to local 
residents as the weatherman) and re- 

cently joined the Potts office. 
Largest account in the television- 
radio department is Interstate Baker- 
(Continued on page 95) 































after eighteen centuries 


Lords, 
ladies and 
television 


e see by The London Times that, 

despite strong opposition in the 
House of Lords, television commercials 
are at last to be exposed to the eager 
eyes of British ladies. Certain members 
of the upper house had protested that 
if the average housewife were permit- 
ted to observe a constant stream of ar- 
ticles offered for sale on television, 
“right in her very house,” the results 
would certainly be pretty dire. An Eng- 
lishman’s house must remain his castle 
and all that, even if it does have an an- 
tenna on it. Of course, the shrewd Lords 
were safe enough themselves, they ad- 
mitted, but gullible housewives had to 
be protected against the baneful effects 
of television advertising, by Jove! 


Commercials are Legal 


Well, the vote finally went against 
the opposition and now we'll soon see 
what happens next. Today television 
commercials are legal in Britain. While 
waiting for the dreadful consequences, 
let’s consider some relevant clues re- 
cently turned up by an archeologist ex- 
cavating near the ancient city of Bagh- 
dad. He found a clay pot, pretty typi- 
cal of the site, Khjut-Rabua, and of the 
period, First Century, B.C. At first 
glance it looked like an ordinary clay 
pot. But inside he found a pure cop- 
per cylinder separated by an asphalt 
ring from a concentric iron rod; and 
the lower end of that iron rod was eaten 
away as if by an acid. The archeolo- 
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gist’s hands trembled when he realized 
the meaning of that little arrangement. 
The asphalt ring was an insulator. The 
copper and iron were electrodes. The 
strange pot was an electric battery— 
used in the time of Julius Caesar! 


Magic Battery 


Now if an ancient belle of Baghdad 
had been permitted to view that secret 
little arrangement and to observe what 
it could do, she might have talked. 
Pretty soon all the gullible ladies of 
Baghdad would have wanted gold- 
plated jewelry, silver-plated tableware, 
and all the rest of the shining products 
of electro-chemistry, instead of the rust- 
covered ornaments and wooden sticks 
they normally used. Electro-plating is 
what those ancient scientists must have 
done with their battery; and even to 
this day a battery is an excellent steady 
source of direct current for small plat- 
ing jobs. If encouraged, those pioneers 
of science might have gone on and de- 
veloped alternating current and the 
electromagnetic waves which now play 
so large a part in the life of the western 
world. 

And then what would have have hap- 
pened? The housewives of Baghdad 
might have demanded and enjoyed a 
fantastic preview of the electrical ap- 
pliances that we know so well today. 
But the Lords of Baghdad knew how to 
keep a secret and they kept it well. 

So what happened? Nothing hap- 


something is about to happen in Britain 


pened for more than eighteen cen- 
turies! Not until the year 1786, when 
a certain Mrs. Lucia Galvani happened 
to be preparing some frog’s legs for 
dinner in her husband Luigi’s medical 
laboratory at the University of Bolog- 
na. She noticed that every time a near- 
by frictional machine was turned on, 
those apparently dead frog’s legs be- 
came convulsed.:The legs twitched with 
an unseen power. One glance from the 
sharp eyes of this talented woman and 
the secret was out. She talked. She im- 
mediately told her husband what she 
had seen. Dr. Luigi Galvani investi- 
gated. Then he talked too, very ex- 
citedly. Other scientists in distant parts 
of the world began to talk and investi- 
gate too. The electric battery was soon 
re-discovered. Then quickly followed a 
host of valuable inventions based on 
electromotive power. Women naturally 
wanted to share in all this. They began 
to demand new things for the home, 
helpful things they had vainly desired 
for ages. In response, the great elec- 
trical industry arose and flourished, 
powerfully influencing every activity of 
mankind. And today we have television 
commercials, even in Great Britain. 


Lords Were Right 


So the protesting members of the 
House of Lords were probably right 
all along. If you don’t want to create 
new products, or new markets for them. 

(Continued on page 95) 








Whether it’s trout flies — or quality television stations — inherent 


differences count. The first must offer individual characteristics, 
tailor-made to a fish’s mood. But the other . . in a far more complex 
way .. must possess distinguishing traits and standards of service, 


tailor-made to the particular community it serves. 


The relative merits of trout flies happen to concern us only 

at vacationtime. But the individual natures and needs of quality 
TV stations are our year-’round exclusive preoccupation. 

Because we concentrate only on these (to the exclusion of any 
other media) . . because we appreciate quality television stations 
can prosper best through quality representation . . and because 

we try to do our special job better than anyone else — we think that 
Harrington, Righter and Parsons is different, too. The individual 


stations listed here share this opinion. 


WROW-TV Albany 
WAAM Baltimore 
WBEN-TV_ Buffalo 


Harrington, Righter and Parsons,Inc. JJ" Pim 





WFMY-TV_ Greensboro 
New York WTPA Harrisburg 
Chicago §@ WDAF-TV_ Kansas City 

San Francisco @ WHAS-TV Louisville 
WTMJ-TV Milwaukee 


television — the only medium we serve § WMTW Mt. Washington 
WSYR-TV Syracuse 








“What have you done for me.............. lately?” 


That’s a line we never hear at KEYSTONE BROAD- 
CASTING SYSTEM. Our 850 affiliate stations—850 
—are so all-fired energetic, ambitious, merchan- 
dising-minded that they deliver the world’s 
biggest plus to advertisers whose messages are 
aired on their statiors. 

They write letters to dealers — they make 
calls on dealers—they set up displays in dealer 
stores — and the dealers do a bang-up job on 
the advertised product. No... KBS advertisers 
are more apt to write us gratefully saying . . . 
“the most astonishing results we’ve ever seen!” 


See for yourself! 


CHICAGO LOS ANGELES 
111 W. Washington St., STote 2-6303 3142 Wilshire Blvd. DUnkirk 3-2910 


NEW YORK SAN FRANCISCO 
580 Fifth Avenve, Plaza 7-1460 57 Post Streety SUner 1-7440 


* TAKE YOUR * ONE ORDER DOES 

CHOICE. A handful of . No premium THE JOB. All book- 

stations or the network cost for individvolized keeping ond details ore 

.-.@ minute or a full programming. Network done by KEYSTONE, yet 

hour it's up to you, coverage for less than the best time ond place 

your needs “spot” cost for some sto- are chosen for you 
tions. 


* MORE FOR YOUR 
DOLLAR. No 
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Of the 1700 cities and towns with one or 
more radio stations more than 50% are 
KEYSTONE affiliates. THAT’s coverage, folks! 
Coverage at a cost that will surprise you. Espe- 
cially interesting to those of you who are not 
getting merchandisable coverage from TV in 
these areas. Why not hand us a marketing 
problem? We'll gladly build you a special “net- 
work” to cover this market—we'll tell you what 
you'll get in market coverage and what it will 
cost — and THOSE GREAT BIG MERCHANDISING 
PLuSES! Brother!! 


Send for our new station list! 


BROADCASTING SYSTEM, inc 


THE vorce OF HOMETOWN AND RURAL AMERICA 




















Film (Continued from page 47) 


therefore take his pick, and, of course, 
choose with care. And the sponsor no 
longer has to take several mediocre 
films or series in order to get one that 
is good. That is especially true with 
station-purchase of feature film pack- 
ages, with many outlets now buying 
only the better films in a package, 
refusing the remainder. 

To solve the more complicated 
selling problems, larger 
are revitalizing sales staffs and tech- 
niques; but the poser may become 
considerably more serious for the 
smaller In fact, the 
smallest syndicators, those that handled 
only a single series, have already 


companies 


organizations. 


merged—or perished. One participant 
in the field explains it this way, “It 
costs just as much to put a man on 
the road with one film in his portfolio 
as it does to send out a salesman with 
14 films.” 

But a more far-reaching effect has 
resulted from the consistently high 
product quality. Since a sponsor can 
hardly go wrong with any of the ex- 
cellent shows offered him, he takes a 
second look. What becomes important 
to him then is the offer of supple- 
mentary services. 


Merchandising Important 


Although major syndicators have 
backed up their product with sound 
merchandising for some time, almost 
all in the past year have grown to 
emphasize it. It’s practically standard 
to provide publicity ideas, methods for 
tying in product promotion, merchan- 
dising gimmicks and even personal 
appearances of top Hollywood — and 
television—stars. (Besides these mer- 
chandising aids, another whole new 
business has sprung up, the sale of 
tie-in products, hats, guns and the 
like, endorsed by leading video stars. 
See TELEVISION AGE, Sept., 1953.) The 
coming season will undoubtedly see 
competition in that respect get hotter, 
heavier and more expensive. Again, 
the small syndicator, using ingenuity 
in lieu of a big budget, may well be 
hard pressed to keep up with the giants 
when it comes to supplying a buyer 
with kits and caboodles. 

But the most impressive develop- 


ment within the film field, of course, 
is the entrance of Hollywood’s major 
feature producers into tv. To date, 
all major studios, with the exception 
of Allied Artists and United Artists, 
are involved in video one way or an- 
other. 

Participants include Columbia, Walt 
Disney, Metro-Goldwyn-Mayer, Re- 
public, Twentieth Century Fox and 
Warner Brothers. Paramount and 
Universal are less directly involved. 
(The former has investments in tele- 
casting, manufacturing and program- 
ming organizations, while the latter 
has been producing for tv, but only 
short-length films.) In addition, the 


west coast has a number of well estab- 


Film Terms 


While film jargon, adopted as 
the field has developed, is gen- 
erally descriptive, it does not 
always describe the same cate- 
gory. The term, network films, 
for example, describes how a film 
is telecast; i.e. on a group of 
affliated stations. The term, 
syndicated film, describes how 
it is sold; ie. by individual 
markets. The term, feature film, 
length (usually 90 
minutes or so) and, of course, 
the original purpose of the film: 
to be shown in theatres. And 
there are still other kinds of film 
products, like commercials, kine- 


describes 


scopes or newsreels. 
Frequently, a film starts out 
as a network program, then is 





syndicated for subsequent re- 
runs. And in at least one in- 
stance, the sponsor of a network 





program (who owned his show’s 
film rights) has syndicated it 
for simultaneous showings on 
stations that did not compete 
with affiliates of that network. 
And it is common practice for a 
group of feature films to be put 
into a single package and sold 
on a syndicated basis. But in the 
last instance, they are usually 
called “features,” to distinguish 
them from syndicated programs 
that come as episodes. 








lished tv plants like California Studio, 
Desilu Productions, General Service, 
Samuel Goldwyn, Gross-Krasne, Kling, 
RKO-Pathe, Hal Roach and Ziv. 

Currently, the major studio en- 
trants are producing films for net- 
works, only. Others have created 
special subsidiaries which will produce 
for the open market, however. They 
include the well established Screen 
Gems, a subsidiary of Columbia; 
United World, a division of Universal 
Pictures, and Studio City Television, 
a branch of Republic. 

The brothers Warner have used both 
approaches. The parent company will 
turn out network series for ABC-TV 
(to begin Sept. 13), while its sub- 
sidiary, Sunset Productions, will film 
for syndication. 

In many ways, of course, television 
production is a neck-saver for Holly- 
wood, where feature film output this 
year is expected to total slightly more 
than 300 full-length pictures. That’s 
40 per cent under the peak production 
year of 1945, when about 500 features 
were completed. 

Winning Hollywood’s major studios 
is a major victory for the tv industry, 
especially in light of filmdom’s re- 
luctance to acknowledge the new 
medium from its very start. The most 
immediate advantage, of course, is the 
enormous prestige that will be added 
to tv programming. That has already 
been reflected by the great curiosity 
which advertisers and their agencies 
have shown over the fall lineup of 
Hollywood’s product. Buyers already 
include, as is well known, pace-setters 
like General Electric, Monsanto 
Chemical and Liggett & Myers. 


Hollywood Gold Mine 
Klondike in 


Hollywood, too—enormous production 


But there’s . another 


benefits. Video already has tapped a 
part of it, actors, directors, writers 
and technicians. But the mother lode, 
when fully opened, will provide a 
magnificent increase in production 
facilities, especially among the various 
studios’ collections of props and cos- 
tumes, many of them authentic. Holly- 
wood also has had a 20-year start in 
collecting valuable story properties, 
many of which have not proved suit- 


(Continued on page 56) 
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All These Guild Shows... 
READY NOW FOR REGIONAL 
AND NATIONAL SPONSORS 





CONFIDENTIAL FILE THE GOLDBERGS 


Paul Coates’ crusading behind-the-scenes report on On their 25th anniversary The Goldbergs have 

America... with candid closeups of its people and moved to Haverville, U.S.A. and Molly’s having 

problems. A new and exciting concept in the presen- the time of her life... with new friends, a new 

tation of dramatized journalism. It’s the show all home, and fresh new adventures. Now, all America 

America will soon be talking about. will love Molly, (the country’s greatest saleswoman, 
too!) more than ever. 


GUILD (Se FILMS 











——— 














It’s Here! A National and Regional Spot Plan That 


Combines Program and Time in a Single Package! 


















I SPY starring RAYMOND MASSEY 


Distinguished actor, Raymond Massey, brings you 
the true and exciting stories behind history’s most 
famous spies. I SPY sets a new trend for impact in 
mystery, intrigue and adventure. 





INA RAY HUTTON SHOW 


The first truly original musical personality to come 
along in years...and GUILD has surrounded this 
vivacious bundle of talent with top guest stars. A 
show that literally sparkles with glamour and gaiety 
... music and mirth. Nothing like it on TV! 


VITAPIX 


460 PARK AVENUE 





g 
J 


THE 


KGNC-TV Amarillo, Texas 
wss-Tv Atlanta, Georgia 
wrpw-Tv Augusta, Georgia 
WMAR-TV Baltimore, Md. 


WABT Birmingham, Ala. 
WBz-TV Boston, Mass. 
wGr-Tv Buffalo, N. Y. 
wMtT-Tv Cedar Rapids, Ia. 
WBTV Charlotte, N. C. 
won-Tv Chicago, IIl. 


wkrc-Tv Cincinnati, Ohio 
WXEL-Tv Cleveland, Ohio 
WDAK-Tv Columbus, Ga. 
WBNS-Tv Columbus, Ohio 
wHi0-Tv Dayton, Ohio 
KLZ-TvV Denver, Colo. 
wwj-Ttv Detroit, Mich. 
woss-tv Ft. Lauderdale, Fla. 
KFJz-Tv Ft. Worth, Tex. 


WMBV-Tv Marinette-Green Bay, Wis 


wrmy-Tv Greensboro, N.C. 
wrsc-tv Greenville, S. C. 
KPRC-TV Houston, Texas 
KTVH Hutchinson, Kan. 
WFBM-TV Indianapolis, Ind. 
WKzO-TV Kalamazoo, Mich. 
KCMO-Tv Kansas City, Mo. 
WGAL-Tv Lancaster, Pa. 
KOLN-TV Lincoln, Neb. 


VITAPIX PROVIDES THE TIME...AND GUILD PROVIDES THE PROGRAMS 


STATIONS 


KTLA-TV Los Angeles, Cal. 
KDUB-TV Lubbock, Texas 


WMCT Memphis, Tenn. 
KSTP-TvV Minneapolis, Minn. 
wsM-Tv Nashville, Tenn. 


WNHc-Tv New Haven, Conn. 
wosu-Tv New Orleans, La. 
WTAR-TV Norfolk, Va. 
wky-Tv Oklahoma City, Okla. 
wow-Tv Omaha, Neb. 
KPHO-TvV Phoenix, Ariz. 
WPTZ Philadelphia, Pa. 
KDKA-TV Pittsburgh, Pa. 
WGAN-TV Portland, Maine 
KOIN-TV Portland, Ore. 
WJAR-TV Providence, R. I. 
WSLS-TvV Roanoke, Va. 
WHAM-TV Rochester, N. Y. 
WHBF-TV Rock Island, III. 
KWK-TV St. Louis, Mo. 
KSL-TV Salt Lake City, Utah 
WwoalI-Tv San Antonio, Tex. 
KRON-TV San Francisco, Cal. 
KING-Tv_ Seattle, Wash. 
WHEN-TV Syracuse, N. Y. 
wspp-Tv Toledo, Ohio 
KVv00o-Tv Tulsa, Okla. 
KWFT-TV Wichita Falls, Tex: 
WILK-Tv Wilkes Barre, Pa. 


VITAPIX provides desirable time periods in all 
markets selected...on stations with proved audi- 
ence leadership. Single billing ...single proof of 
performance... maximum flexibility. Td see how 
VITAPIX-GUILD coordinated facilities can serve 
you — contact GUILD FILMS today! 
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WLBC-TV 





317, hours per week 


Muncie is Ist 

in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 


WLBC-TV is Ist 
choice in 
MUNCIE FOR 
TV VIEWING 


They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31% hours per 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


CBS -NBC-DUMONT-ABC NETWORKS 


WLBC-TV 





MUNCIE, INDIANA 
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Film (Continued from page 53) 


able for full-length movies but which 
may fill tv’s shorter program units to 
the brim. Further, there are bulging 
files of stock shots which will not only 
help lower costs of future productions, 
but also heighten their range of action. 
(One studio, for instance, boasts pos- 
session of a three-minute sequence of 
a burning city, said to be irreproduc- 
ible today for less than $100,000.) And 
finally, of course, there may come the 
golden vein of recent, feature-length 
films. 

But Hollywood’s interest in tv film 
also boosts the competitive level just 
one notch higher—and a big notch, at 
that. Whether they decide to market 
their own tv series or consign syndica- 
tion to specialists, their ultimate de- 
cision cannot help but spur competi- 
tion on all sides. That will be a 
further pressure on syndicators, which 
will probably result, as it has in other 
businesses, in a winnowing of the chaff 
from the grain. (Unfortunately, that 
means some of the promising, but 
underdeveloped companies may also 
be lost.) 


Profit Margin Smaii 


And some stations seem to be adding 
to that pressure. Many outlets still buy 
film by price, only. If their numbers— 
and persistence—gain, some syndica- 
tors argue, they may well deflate the 
market so that only the major com- 
panies will be able to survive the hair’s 
breadth profit margin. That, in turn, 
could ultimately force the market back 
into sellers’ hands. 

But the leading stations are con- 
sidering film less and less in terms of 
price, alone. Film has become an in- 
tegral part of their programming, and 
they’re considering it in terms of their 
need. Frequently, they’ve found it’s 
not uneconomical to overstep film 
budgets in order to get the best series 
—and bigger audiences. 

Some stations, like movie distribu- 
tors and independent grocers before 
them, may well turn to cooperative 
buying. That would allow them, in- 
dividually, to cut down on their film 
department staffs and leave purchasing 
to a single, mutually-employed group 
of experts. And, because of their col- 


lective purchasing strength, it would 
place them in a stronger bargaining 
position. 

A final, but still-present problem in 
syndication is, simply, screening. 
Producers, themselves, have done a 
great deal to improve screening prac- 
tices. Now, almost all episodes of a 
given series adhere to the quality of 
the pilot films with which the series 
is sold. No longer are the first five 
episodes good; the remainder, medi- 
ocre. Producers and syndicators have 
joined to fight that problem because 
most of them are in the business to 
stay, and they want to make, not lose, 
Further, they are too 
dedicated to their mission (repaying 


customers. 


bank loans) to risk delivering a faulty 
product. 


Film Personnel Shortage 


But the stations have been con- 
siderably less careful. Many of them 
simply do not take time even to look 
at all the available pilots. Moreover, 
the usual station film department 
started out undermanned and under- 
trained—and many have remained 
that way. Syndicators have done an 
excellent job of educating customers 
on film-handling, splicing and clean- 
ing techniques, but stations’ employe- 
turnover makes that job endless. And 
many station managers, acutely aware 
of operating costs, have been com- 
pelled to keep film personnel at a 
minimum. 

But the boom in film is bringing 
advantages, as well as problems, to 
the industry. In the past, most film 
salesmen have developed Olympic 
agility when it comes to jumping the 
price fence. Their rate cards have 
only recently gained print, and the 
special discount deal continues in 
many, many instances. But the .great! 
surge in new (and good) film pro- 
perties is founded on an equal amount 
of new (and carefully planned) financ- 
ing. Capital investment in tv films has 
also become big business, with more 
than 25 banks throughout the country 
making production loans (TELEVISION 
AGE, June, 1955). The legitimacy of 
film operations is exemplified further 
by companies like Guild, Official and 


National Telefilm Assocs., which have 


(Continued on page 58) 















INDOOR 
ANTENNA SERVICE 


IN BOTH FORT WORTH | 
AND DALLAS 


FULL POWER 
ON CHANNEL 
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SET|\COUNT 
‘\ APPROACHING 
HALF-A-MILLION 






Be’sure you get full cover- 


WBAP-TV offers tow 
band, 1113 ft. tower, 
clear signal, indoor®an- 
tenna service in both Fort 
Worth and Dallas. Yes — 
WBAP-TV’S maximum 
power gives rabbit ears 
reception in both Fort 





age and CITY GRADE 
SERVICE in 2 GREAT 
CITIES — Fort Worth and 
Dallas — yours ONLY on 
WBAP-TV! Check the 
figures in this wealthy 
market shown below — 
see why your sales mes- 
sage gets MORE RESULTS 














Worth and Dallas. on WBAP-TV! 

Counties 24 
FIRST in coverage, pic- Population _...... 1,894,500 
ture clarity, program- Families... 579,800 


ming and color in the Total Retail Sales _ $2,260,240,000 
wealthy Fort Worth- Buying Income... $3,084,413,000 


Dallas market Source: Sales Management Survey of 
Buying Power May, 1955. 

















SOON STARTING OUR 7TH YEAR OF TELECASTING 


THE STAR-TELEGRAM STATION + asc¢-Nec + FORT WORTH, TEXAS 
AMON CARTER AMON CARTER, JR. | HAROLD HOUGH | GEORGE CRANSTON ROY BACUS 


Chairman President Director Manager Cc cial M 


FREE & PETERS, Inc. - National Representatives 
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Film (Continued from page 56) 


issued stock. Considering what film 
has come to mean in terms of capital, 
price levels will have to be set—and 
kept—to protect investors. 

Observations of leaders in the film 
syndication field follow. They are 
listed alphabetically, by company: 

ABC Film Syndication, Inc., George 
T. Shupert, president: “A bright new 
era in the tv film industry is about 
to get started. . . . 

“Proof that the quality of the shows 
is on the upgrade and that the advan- 
tages of filmed programs over live are 
continuing to mount is found in the 
network lineups for the fall. At least 
a half-dozen more film shows will make 
their debut this fall than did last year. 
Some of these were formerly live 
shows, now filmed for greater pro- 
gramming efficiency. . . . 

“While perhaps (major) motion pic- 
ture producers have much to learn in 
connection with the techniques and 
economics of tv film production, there 
is no doubt in my mind that this learn- 
ing period will be brief. 

“Unfortunately, the new age of tv 
films is slightly beclouded. The num- 
ber of network properties being of- 
fered to syndicators has been a de- 
pressant to the syndication market for 
re-runs, and many syndicators have 














The only 
station 
covering 
all of 
prosperous 
Eastern 
Carolina 


WNCT PRIMARY CBS AFF 


'CT7-1-1:0211(-ae Oa On 

100,000 watts full time 

Gen 

John E. Pearson Co., Inc 
Nat'l Rep 


A 


A. Hartwell Campbell Mor 


literally dumped their properties by 
selling a group of shows for one or 
more runs at prices considerably less 
than good economics dictates. 

“Until these contracts expire, it will 
be extremely difficult for syndicators 
to get fair prices for first-run syndi- 
cated shows in many markets because 
there is little time available to perform 
them. If some syndicators persist in 
price-cutting and product-dumping, 
there will eventually be fewer and 
poorer filmed series available to local 
stations and their advertisers because 
it will not be financially feasible to 
produce and syndicate a large quan- 
tity of top-quality product, such as 
there is now. 


Up to the Users 


“For the long pull, it is up to the 
users of film—stations, agencies and 
advertisers—to resist temptation of 
‘bargain basement’ sales and, instead, 
to buy good, usable product at rea- 
sonable prices, product that will do 
them credit and increase their profits. 

“We have looked for new sales ave- 
nues to explore, which would enable 
us to maintain our quality standards. 
. . . One of these is the creation of a 
national sales department to provide 
a special programming service for net- 
work advertisers. . . . For the past 
several months, we have explored in 
great detail the possibilities of creat- 
ing a world-wide organization. 

We expect to have an announcement 
on our foreign activities very shortly.” 

Atlantic Television Corp., David A. 
Bader, vice president in charge of 
sales: “Atlantic . . . has always been 
interested in full-length product and 
will continue to be ‘bullish’ on fea- 
tures as long as we're in business. 

“Only the distributors not replenish- 
ing their catalog will feel the entrance 
of the (Hollywood) majors into the 
business. In fact, the only major to 
watch at present is RKO Radio, as the 
others seem too interested in keeping 
the theatres in business and will hesi- 
tate a long time before opening the 
floodgates. . . .” (Mr. Bader predicted 
Howard Hughes would be first to sell 
recent-vintage features—or his studio 
—for tv use.) 


Atlas Television 


“ 


Corp., Henry 


Brown, president: “. . . The overall 





outlook for fall and the future is very 
encouraging, indeed. 

“As optimistic as our prediction is 
for improved quality of new shows, 
we anticipate little change in the sell- 


ing picture. 

“As a small distributor, we would 
like to point out that a big problem in 
selling a new property is the snobbery 
we run into in large advertising agen- 
cies when trying to make national or 
regional deals. It always takes longer 
for us to set up appointments. And, 
in many instances, although the com- 
ments on show-format and quality of 
production are very complimentary ; 
prices, satisfactory; we know that the 
larger the agency, the less chance our 
show has of being recommended to a 
suitable sponsor—even when a recom- 
mendation is promised. 

“If the buying of future new pro- 
grams is determined by the size and 
big name of the distributor, then, of 
course, the entry of Hollywood majors 
will represent an immediate threat to 
all us distributors—even present-day, 
television film majors.” 

Flamingo Films, Inc., Sy Weintraub, 
vice president: “Optimism . . . for fall 
selling is at its peak. . . . During the 
past five months, Flamingo has sold 
film properties to 63 stations whom we 
had not seld to before. . 

“We will take on new properties, al- 
ways bearing in mind that New York- 
Chicago- or Los Angeles-type shows 
will not necessarily meet the needs of 
the majority of the country’s tv sta- 
tions. . . . Local audience reaction is 
the prime factor of their selectivity. 
... The recent trend toward more spot 
buying by major advertisers backs up 
these needs. . . . 

“In regard to the Hollywood majors, 
we do not consider them an over- 
whelming threat to our continued ex- 
istence. Of course, they are experienced 
and well financed. However, large or 
small, it will be the film company with 


foresight and imagination that 
will thrive and grow.” 

General Teleradio, Inc., Dwight 
Martin, vice president: “. . . Trans- 


oceanic film may very well tip the 
scale in determining practicable sup- 
ply-and-demand formulas. . . . 
“There are other factors, too, that 
are prompting major studios to put 

















the oil of new negotiations on the 
hinges of the deep freezes in which 


their 4-A quality merchandise is cur- | 


rently stored. Foreign exchange of 
pictures has been reversed—exports 
from here to overseas having, before 
the second world war, provided Holly- 
wood’s profit margins—with continent- 
created imports now competing solid- 
ly in the United States as box-office 
lures. New picture-making techniques 
(wide-screen, Todd-A-O and the like) 
have outmoded three-year-old and 
earlier properties for the theatre-goer. 
Rapidly developing picture-making in- 
ventions (double-action cameras, new 
recording tape) have furrowed many 
Hollywood brows. Each development, 
individually, has had sharp impact on 
majors’ decisions to unlock film 
vaults... . 

“The major problem we face as 





tv film distributors is an accurate de- | 


‘tolerance factor’ 
nat- 


termination of the 
for tv audiences. The majors .. . 
urally wish to amortize their invest- 


ments and gain a profit on their tv | 


exposures. But the asking—and bid— 
prices for such film will be determined 
by audience tolerance and the amount 
of top-quality import fare now made 
available. . 

“As far as the ‘tolerance factor’ is 
concerned, we at General Teleradio 
have proved that re-runs gain greater, 
rather than smaller, audiences. . . .” 


Shelve Outworn Film 


Guild Films, Reub Kaufman, presi- 
dent: “. . . Without doubt, much of 
the over-supply of outworn and re- 
run series now so easily available to 
stations—and, through them, to spon- 
sors — simply will have to be 
shelved. .. . 

“The effect of the entrance of Holly- 
wood majors into tv remains a ques- 
tion mark. Television already has cre- 
ated its own stars, like Liberace, 
Gleason, Caesar and others. The mo- 
tion picture companies will have to 
compete with those already success- 


ful in the field—and do even better. | 


. .. None is so foolhardy as to under- 


estimate their competition, 


ever. ..- 








how- | 


“One significant development in tv | 
has been the implementation ‘of -the | 


(Continued on page 61) 
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THE MARKET 
INI. cu sctnsusscsiscihocecontcotocrs 795,100 


TV Sets im Area ......ccccsccovcccsess 128,121 
Effective Buying Power.....$894,665,000 
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Mobile, Alabama 


Represented by AVERY-KNODEL, INC. 
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On the air with Full Power (no 
waiting for stepped-up power), 
with CBS Shows and Established 
Local Personalities. 








Now cover the rich Alabama, 
Mississippi, Florida Gulf Coast 
area the easy, fast, and sure way. 


Now you can GO with the station 
that has the power to move 
merchandise. 
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The account executive has taken 
a “rough cut” at media selection 
for a new campaign ¢ he and the 
media director sit down to refine 


the list ¢ your medium is questioned « 


they reopen the account man’s copy 
of Standard Rate... and if you 


have a Service-Ad near your listing 


For the full story on the values 1,161 media get from their 
Service-Ads, see Standard Rate’s own Service-Ad in the 
front of any edition of SRDS; or call a Standard Rate 
Service-Salesman. : 

N. Y.C.—Murray Hill 9-6620 + CHI.—Hollycourt 5-2400 + L. A.—Dunkirk 2-8576 
Note: According to a study of SRDS use made by National Analysts, 


Inc., 87% of all account men interviewed make use of one or more of 
the SRDS publications. 
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new programming concept worked out 
by Guild Films and Vitapix Corp. . . . 

“The concept was implemented with 
the sale of Guild Films’ Confidential 
File to Bardahl Manufacturing Corp., 
Seattle, and its associated companies 
in Boston and St. Louis, who mer- 
chandise a fast-growing oil additive. 
. . - They begin in September and 
eventually the total markets covered by 
Bardahl may reach 110... .” 

Hollywood Television Service, Inc., 
Earl R. Collins, president: “All the 
wigwags are wagging and all the bells, 
ringing at our studio. We are looking 
forward with great optimism to the 
months ahead. 

“We have every reason to be proud 
because our Commando Cody series, 
sponsored by General Foods, has 
started as of July 16 on a national 
network. .. . 

“We sincerely feel the year ahead 
will be the biggest in our history. . . .” 


Million Feet a Week 


International News Service, Robert 
H. Reid, television sales manager: 
“Newsfilm, of course, is a highly spe- 
. . totally unlike 
and feature-film 
field. Price-wise, too, there must be a 
big difference. .. . 


cialized operation . 
the entertainment 


“For instance, over a million feet 
of film pass through this operation 
every week in the year. Newsfilm from 
all over the world comes in a steady 
flow by airplane. All this footage must 
be developed and screened for selec- 
tion; scripts, written on the go; prints, 
made for distribution to our domestic 
and foreign tv client stations. Clients 
receive an average of four shipments 
per day by plane. Domestic clients 
receive this footage for same-day use. 
. . . Speed is the essence all along 
the line because newsfilm cannot 
I 

Kling Film Productions, Inc., Fred 
Niles, vice president in charge of film 
productions: “We have noted a par- 
ticular emphasis in the direction of 
putting as much programming and 
commercial material on film as pos- 
sible. 

“As we move into production on the 
greatest dollar volume which we have 


ever realized from tv film, it is my 
opinion that we are fast approaching 
that point where 75 per cent of total 
programming time will be given over 
to film. 

“From our point of view, it is par- 
ticularly encouraging to see all of the 
Hollywood majors entering the pro- 
duction of film. . . . The quality of 
their work, backed by the most com- 
prehensive of their experience, can 
only benefit the entire field. . . .” 


Never Brighter 
MCA-TV Lid., David V. Sutton, vice 


president in charge of the film syndica- 
tion division: “The future of the tele- 
vision film industry has never been 
brighter. During the past year, bigger 
and better products have been placed 
on the market. The trend of film shows 
made of network calibre has brought 
new advertisers to television. This is a 
very healthy situation which I am sure 
will continue in the future.” 

Charles Michelson, Charles 
Michelson, president: “We are quite 
enthusiastic regarding the outlook for 
autumn, 1955. 

“Our approach is to make available 
low-cost, high-rated series on film, 
with already-established success stories 
behind them, so that the small adver- 
tiser—as well as the large national ad- 


Ine., 


vertiser—is in position to afford our 
shows, along with the ‘plus values’ 
that are already built into them. 

“This policy has proved itself in our 
years in the radio transcription field,” 
Mr. Michelson notes, where his com- 
pany is still “most active” and has 
some 175 station and advertiser ac- 
counts. 

NBC Film Division, Carl M. Stan- 
ton, NBC vice president in charge 
of the division: “Quality of product 
is the key to the sound future 
of film syndication. We foresee a 
steady — and essential — improvement 
in the quality of syndicated film pro- 
graming. By the same token, the entry 
of the major Hollywood motion pic- 
ture studios into tv film production 
should have a beneficial effect on the 
industry, particularly if their partici- 
pation tends to raise production 
standards. 

“Among new sales and program- 
ming concepts for the fall, we foresee 
a greater use of syndicated films in 


daytime, across-the-board program 
periods.” 
Official Films, Inc., Harold L. 


Hackett, chairman of the board and 
president: “Official Films has found 
that local advertisers and stations in 
many cases prefer to purchase re-runs 
of proven, high-rating shows, as op- 
posed to buying a first-run, untested 
product. 

“Sales racked up by Official in syn- 
dication on three shows, alone, have 
run close to $1.6 million in less than 
six months. And, so far, we have 
hardly scratched the surface. We an- 
ticipate the biggest year in our com- 
pany’s history in the 1955-56 season. 

“There is no question that the film 
syndication business has become highly 
competitive, with dozens of new series 
planned or already in _ production. 
That does not disturb this company, 
however. We are now, have been and 
always will be of the opinion that only 
the better pictures will find their way 


” 


to audiences. .. . 


Six Network, Two Spot 


Screen Gems, Inc., Ralph Cohn, 
vice president and general manager: 
“The film outlook for fall is 


good. For example, here at Screen 


very 


Gems, we will have six network and 
two national spot programs on the air. 

“The trends 
tinue in the same direction as last 


in production con- 
year—hbetter shows with correspond- 
ingly higher costs and larger budgets. 
More desirable properties are being 
obtained and, as a result, better talent 
and bigger personalities will be at- 
tracted to the medium. 

“Columbia Pictures, through its 
subsidiary, Screen Gems, was the first 
major Hollywood film company to go 
into television four years ago, so the 
recent arrival of other majors is wel- 


comed. .. .” 


Walter Co., Walter 
Schwimmer, president: “I think it is 
a little too early in television history 
to predict any definite trends as yet in 
production, as well as buying and sell- 
ing. 

“The most important factor that 
confronts producers and distributors 
is the lack of time availability on sta- 
. . This means that only the 


Schwimmer 


tions. . 


(Continued on page 62) 
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Fi lm (Continued from page 61) 


outstanding properties get sold at a 


good price while the others, if they. 


hope to be placed, will have to come 
in at a sacrifice figure and be sched- 
uled in fringe time. 

“, . - I don’t regard the Hollywood 
majors as an immediate threat for one 
very good reason: Tv film syndication 
is still penny-ante profit-wise, in com- 
parison to what a major Hollywood 
studio can make with a_ successful 
movie release to theatres.” 

Televisiun Programs of America, 
Michael M. Sillerman, executive vice 
president: “It is already apparent that 
1955 is going to be tv film’s biggest 
year... 

“This growth will inevitably have 
its effect on tv film production and 
distribution. As program availabilities 
increase, the advertiser—large and 
enjoy the benefits of 
greater selectivity and, by giving his 
audience better programs, will begin 
building the circle that leads to more 
sales and, as a result, larger advertis- 
ing appropriations. This healthy 
growth will stimulate business for not 
only the advertiser, but stations and 
distributors-producers, as well. 


small—will 


“By the same token, however, pro- 
ducers will have a greater challenge. 
The buyer’s final choice will not only 


WNCT PRIMARY CBS AFF 


Greenville, N. C. 
100,000 watts full time 
A. Hartwell Campbell, Gen. Mgr 


John E. Pearson Co., Inc., Nat'l Rep 











Impact 


Mr. James J. Keeney, driving 
two 5-year-olds to kindergarten, 
was somewhat startled when they 
sang in baby treble that Davy 
Crockett “was killed in a bar 
when he was only three,” the New 
York Herald Tribune reports. A 
bit of research developed that 
they didn’t get it quite right 
when they heard it on television. 
Should have been that Davy 


“killed ’im a b’ar when he was 





only 3.” 





be made on the basis of that intang- 
ible, quality, but also on such tangibles 
as ratings, audience-acceptability and 
merchandising-promotion support. . . .” 
United World Films, Norman Gluck, 
“The 


apparent outlook is for a big increase 


vice president in charge of tv: 


in the number of new series. Obvi- 
ously, there will not be sufficient buy- 
ers to absorb all the product available, 
particularly since there will also be a 
big increase in the re-runs offered. 
Quality will be the determining fac- 
tor.... 

“The so-calléd ‘Hollywood majors,’ 
of which we are one, will be doing 
their utmost to create top entertain- 
ment. There is no question that their 
resources, physical equipment and 
techniéal skills give them a head start 
in the production of quality programs. 
In this respect, they ‘threaten’ to make 
the competitive situation even more so 
and will hasten the disappearance of 
poorly planned, badly produced series. 
. . . Competition is a threat, however, 
only to the incompetent. 

“Our own production plans _ will 
continue to be confined to spot com- 
in which the 
been increasing steadily.” 


mercials, volume has 


Ziv Sees Big Year 


Ziv Television Programs, Frederic 
W. Ziv, president: “We confidently 
expect this to be the best year at Ziv 
Television Programs in every respect. 

“We are thoroughly organized as to 
production personnel, facilities and 
our home plant in Hollywood, the only 
studios there wholly-owned by a tv 
(Continued on page 65) 









ls tl 





1d's Mtn 
wor 
stories BY ae writers! ae 


am 
most F Titles Thet Show GUINNESS 


They’re Tops In Entertainment! Poa | 


world's 
Oa sont ray 
n os* Ha 
produced ous stud talent Th Raving! 
most the Crit! 


; NTA’s 
MILILAND 


aig “TORR i 


o Dip 
& 


ws 


~ 


“MMC 





Z BELLING NOVEL — “ . wets i- ie ; ; D...TEMPESTUOUS... 
OR AN A APASSIONED =" ‘: a SAVAGELY BEAUTIFUL! 
MOTION PICTURE! | 





WRITE—WIRE—PHONE TODAY! patent 
YOUR NTA MAN.IS ONLY MINUTES AWAY! | 


















a ~ he MARKET 
CH—Spendable income—over 


one billion dollars* 


READY-Ty Set coun 
t-100,000 plust 
RESPONSIVE—Retail sales 5 ace 


857,709,000* 


t NBC 


KTBS—TV Statistics: 

VIDEO—100,000 watts | I e VA 

AUDIO—69,800 watts 

TOWER—1151 ft. above ground 

Represented by CHARMS = 
PETRY 


SHREVEPORT,LA. 








* sRDs 


64 August 1955, Television Age 











Films (Continued from page 62) 


producer and syndicator and exclu- 
sively-used for tv production. . . . 
“Currently, we have seven series on 
the market, and Ziv can confidently 
expect to more than double its tv pro- 


duction this season. The first new se- 
ries will be Highway Patrol, starring 
Broderick Crawford. This—as_ will 
others, to follow—points to one of the 
most important new factors for tv 
films: They will build immediacy, au- 
thenticity, timeliness and realism—all 





ABC FILM SYNDICATION, INC. 
Upcoming 

Sheena, Queen of the Jungle, jungle adven- 
ture, featuring Irish McCalla, 26 episodes 
(initially), half hour. For release in fall. 
The Ray Bolger Show, musical-comedy, fea- 
turing Ray Bolger, 60 episodes, half hour. 
For release in early fall. 

Current 

Passport to Danger, international adventure ; 
Racket Squad, mystery; Douglas Fairbanks 
Presents, drama; Kieran’s Kaleidoscope, fam- 
ily show; The Playhouse, anthology drama; 
Herald Playhouse, anthology drama. 


ATLANTIC TELEVISION CORP. 
Current 

Westerns: 31 features, 38 half hour; “55/56” 
Package, 12 features; Million Dollar Pack- 
age, 26 features; “Blue Ribbon” Package, 
26 features; “Popular” Package, 53 features, 
35 half hour. 


ATLAS TELEVISION CORP. 


Current 

Captain Z-Ro, science fiction and historical; 
Grantland Rice, sports show; Hollywood to 
Broadway, interview show; Is This Magic?, 
quiz and panel; Your Family Theatre, ad- 
venture drama; Notes and Nonsense, musical 
variety; Strange As It Seems, historical 
drama. 


AWARD TELEVISION CORP. 


Current 
The Jimmy Demaret Show, golf feature. 


CBS TELEVISION FILM SALES, 
INC. 


Upcoming 

Tales of the Foreign Legion, adventure, fea- 
turing Errol Flynn. One pilot completed. 
For both national sale and syndication. 

Red Ryder, Western drama. Pilot to be fin- 
ished in August, half hour. For national sale. 
Long John Silver, adventure, featuring Rob- 
ert Newton, 26 episodes have been com- 
pleted. For national sale. 


Current 

Amos ’n’ Andy, comedy drama; Files of 
Jeffrey Jones, mystery drama; The Range 
Rider, Western drama; Annie Oakley, West- 
ern drama; Holiday in Paris, musical; News- 
film, current news program; The Whistler, 
mystery drama; Buffalo Bill, Jr.. Western 
drama; Cases of Eddie Drake, mystery 
drama; Eye on the World, news and com- 
mentary; The Gene Autry Show, Western 
drama; Life With Father, situation comedy; 
San Francisco Beat, police drama. 


FLAMINGO FILMS, INC. 

Current 

Stars of the Grand Ole Opry, musical; Holly- 
wood Preview, dramatic episode; Cowboy 
G-Men, Western; Beulah, family situation 
comedy; Flamingo Theater, 30 dramatic 
shows; Superman, adventure; Wild Bill 
Hickock, adventure; Top Secret, dramatic 
adventure; Superman Cartoons, cartoon; 
Telecomics, cartoon adventure; TV’s Baseball 
Hall of Fame, sports show; TV’s Football 
Hall of Fame, sports show. 


GENERAL TELERADIO, INC. 


Current 

Gang Busters, drama; 
documentary drama; “Exclusive” with Ful- 
ton Lewis, Jr.. news commentary; Animated 
Fairy Tales, cartoon show; The Greatest 
Drama, documentary; 30 Feature Film Pack- 
age; 17 Feature Film Package. 

GUILD FILMS COMPANY, INC. 
Upcoming 

The Goldbergs, comedy drama, featuring 
Gertrude Berg, 39 episodes, half hour. For 
release in fall. 

1 Spy, drama, featuring Raymond Massey, 
39 episodes, half hour. For release in fall. 
For national sale. 

Ina Ray Hutton Show, variety, featuring Ina 
Ray Hutton, 39 episodes, half hour. For 
release in fall. 

Confidential File, documentary, featuring 
Paul Coates, 39 episodes, half hour. Sold 
to Bardahl Mfg. Corp. for alternate week 
sponsorship in 110 markets starting in Sept. 
Brother Mark, drama, featuring Richard 
Kiley, 39 episodes, half hour. For release 
in winter of 1955-1956. For national sponsor- 
ship. 

Current 

The Liberace Show, musical; Life With 
Elizabeth, comedy; Florian ZaBach Show, 
musical; Joe Palooka Story, comedy-adven- 
ture; Frankie Laine Show, variety; It’s Fun 
to Reduce, woman’s show; Conrad Nagel 
Theatre, drama; Looney Tunes, cartoons; 
Feature Film Library, varied shows; Vitapix 
Wrestling, sports show; Guild Sports Li- 
brary, sports show. 


HOLLYWOOD TELEVISION 
SERVICE, INC. 

Upcoming 

Adventures of Fu Manchu, mystery, featur- 

ing Glen Gordon. For release in fall. For 

national sale. 

Frontier Doctor, adventure, featuring Rex 

Allen. 


Uncommon Valor, 


of which gives tv its primary impact 
—hby extensive location shooting. We 
will continue, of course, to utilize our 
Hollywood studios, but we also plan to 


be shooting throughout America. 


“ . . Viewers will be the greatest 
beneficiaries of the 1955-56 season.” 


TELEVISION AGE FILM SYNDICATION GUIDE 


Commando Cody, adventure, sponsored on 
CBS-Television by General Foods. 


Current 

Behind the Scenes, situation comedy; Scot- 
land Yard, adventure; Stories of the Century, 
Western drama; Diamond-Emerald Group, 
feature package; 237 features (dramas, mys- 
teries and comedies) ; 93 Western adventure ; 
85 adventure. 


INTERNATIONAL NEWS SERV. 
Current 

INS-Telenews Daily Newsfilm Service, daily 
news program; This Week in Sports, sports 
highlight feature; JNS-Telenews Weekly 
News Review, weekly news review. 


INTERSTATE TELEVISION 
CORPORATION 


Current 

Hans Christian Andersen, children’s show; 
Ethel Barrymore Theatre, drama; Little Ras- 
cals, comedy; Popular Science, educational ; 
Adventure Album, adventure; Adventures of 
Blinkey, children’s show; 83 Westerns; 56 


features. 


KLING FILM PRODUCTIONS 
Upcoming 
How To Conquer Fear and Worry, featuring 
Paul Harvey. 

(Continued on page 83) 
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GOODNIGHT © 


THE STATION WITH A PERSONALITY WGR-TYV 


Not the oldest but... the Leader CHANNEL 


Every month since WGR-TV went on the air, : 
it has carried at least 8 of the top 15 shows. (Pulse) 184 Barton Street, Buffalo 13, New York 








TELEVISION AGE 


he Procter & Gamble position on 

its commercials which falls between 
two of its network daytime strips— 
Search for Tomorrow and Guiding 
Light on CBS 12:30-1:00 p.m.—pre- 
sents a poser for stations. 

Procter & Gamble has asked the 120 
stations carrying these shows not to 
cut in with local announcements, but 
rather to consider P&G strips as one 
continuous half hour. In the case of 
some major markets the revenue to be 
derived from the breaks amounts to 
$25,000 to $35,000 a year. A little 
more than half of the stations carrying 
the shows acceded to the P&G request. 

The P&G position is that the time is 
purchased as a solid half hour but with 
two different story lines within the 
period. Because of the mechanics of 
the kinescopes, there is a network 
break between the two programs. P&G 
further points out that it has pioneered 
daytime tv and that in order to get its 
full value out of the time purchased, it 
needs the commercial breaks between 
the two shows. 

Most of the stations have been in- 
clined to go along with P&G. Others 
have resisted for two reasons: (1) 
Since these programs were not ordered 
at the same time, the 30 seconds be- 
tween the two shows rightfully belong 
to the station. (2) By allowing P&G to 
use the breaks, it is setting a precedent 
with respect to the announcement time 
between two network shows. 

The issue has dramatized the close 
inter-relationship between network and 
spot. Although spot is now the largest 
single source of revenue for the sta- 
tions, network programming gives spot 
its greatest impetus. The economic pat- 
tern of the business has been estab- 
lished on the basis of the inter-relation- 
ship of the two—spot and network. 


August 1955 


a four-week 
review of 
current activity 
in national 
spot tv 


ELIZABETH ARDEN SALES CORP. 


(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


Although the company has recently 
cancelled its schedules in a few markets for 
Sleek, a depilatory, there is a good chance 
it will come back in the fall for other 
products. J. B. Peters, v. p. and media 
director, is the timebuyer. 


AVOSET CO. 


(Harrington-Richards Division San 
Francisco, of Fletcher D. Richards, 
Ine.) 


The company is at present making plans to 
renew its tv spot activity in October for 
Qwip, a pressurized dairy cream. As 
reported in May Spot Report, Avoset had 
schedules in 60 markets throughout the 
country. Virginia Miller is the timebuyer. 


BALANCED FOODS, INC. 
(Chester Gore Advertising, Inc., N. Y.) 


The pompeny is going to use tv spot 
together with other media to promote its 
new electric home juicer. The tv campaign 
will get underway in at least six cities in 
late August or early September. It 

will be a test campaign running for two 

or three weeks. The agency is looking for 
across-the-board participations in home 
economic shows, in some instances it might 
add more spots. If the campaign goes 

well it definitely will be expanded. 

Chester A. Gore, president, is the contact. 


BANK OF AMERICA, NT & SA 


(Charles R. Stuart Advertising, San 
Francisco) 


The bank has decided to continue its 
one-minute films until the end of the year 
in every tv market in California. Charles 
Johnson, account executive, is the contact. 





Frank Carvell, timebuyer at Benton & 
Bowles, placing Florida Citrus Com- 
mission schedules. 





REPORT 


BARDAHL MFG. CORP. 

(Miller, Mackay, Hoeck & Hartung, 
Inc., Seattle) 

Together with its two associated companies 
Bardahl Oil Co., St. Louis and Bardahl 
Lubricants, Boston, the company bought 
for alternate week sponsorship the Guild 
series, Confidential File. The 57 Vitapix 
stations will carry the show on Class A 
time and some 50 other markets will be 
used. Robert H. Wesson, media 

director, is the timebuyer 


BENRUS WATCH CO. 


(Biow-Beirn-Toigo, Inc., N. Y.) 

There is a possibility, according to an 
agency spokesman, that the watch company 
will add markets (as well as increase 
frequency) to its year-around schedule of 
announcements. Len Tarcher is the 
timebuyer. 


BOWMAN BISCUIT CO. 


(Ball and Davidson Advertising 
Agency, Denver) 


Bowman bought MCA's Dr. Hudson’s Secret 
Journal for use in the following 17 
Southwest markets: Denver, Colorado 
Springs, Grand Junction, Cheyenne, 
Albuquerque, Roswell, El Paso, Dallas- 
Ft. Worth, Austin, Amarillo, Wichita Falls. 
Temple-Waco, Midland, Lubbock, Abilene, 
San Antonio and Tyler. 


THE BROWN SHOE Co. 

(Leo Burnett Co., Inc., Chicago) 

The company has taken its half-hour film 
series Andy’s Gang off the ABC-TV network 
and will place it on a spot basis in over 100 
markets starting mid-August. Seymour 
Banks, manager of the media department 

is the contact. , 


BYMART-TINTAIR, INC. 


(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y. 

It has a small tv schedule running currently 
both co-op and on its own. However, there 
is a good chance for more activity for 
Tintair in the fall. J. P. Peters, v. p. and 
media director, is the timebuyer. 


CENTRAL RETAILER-OWNED 
GROCERS 


(Norman-Naven Advertising, Grand 
Rapids) 

To boost its own Shurfine brand products, 
the 8,500 store members group will institute 
a two-week multi-media campaign, which 
includes tv spot, in 21 states in the 
central area. 


CHATTANOOGA MEDICINE CoO. 
(Harry B. Cohen Adv. Co., N. Y.) 


The company ran test tv spots for its 
Black Draught laxative last year, ending in 
May. It is startine again in Sept. in several 
markets. Arthur Harrison is the timebuyer. 


(Continued on page 69) 
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The exploits of Davy 
Crockett have been heralded 
ilgel lel Mla -Mlohilolamelurelile Mis merely 


and the small fry alike. 


This sterling character of frontier 

days ‘shot a b’ar when he was three 
He could draw a bead on a coon at 
100 yards. Here was a man of 
action. His performance is what 
made him a'‘legendary 


figure. 


In representation... 

it's performance that counts... 

not the mere name. You will find 

JEPCO can draw a bead on sales. JEPCO’s 
aim is accurate... with a rifle-shot 


selling staff that knows where to go and 


how to come back with big game. 


For action, for sure-fire results, let 
JEPCO show you what's in a name — 
be it Davy Crockett—or 


John E. Pearson Company. 


John E. Pearson Company 


Radio and Television Station Representatives 


New York, Chicago, Minneapolis, Atlanta, Dallas, Los Angeles, San Francisco. 











Spot (Continued from page 67) 


CHERRY GROWERS INDUSTRIES 
FOUNDATION 

(Pacific National Advertising Agency, 
Seattle) 

For Washington and Oregon cherry growers, 
the Foundation has placed 20-second film 


spots in New York and Chicago. Gertrude 
M. Nyman, media director, is the contact. 


CONTINENTAL COFFEE CO. INC. 
(Arthur Meyerhoff & Co., Chicago) 
The maker of Thomas J. Webb coffee is 
running a summer campaign using heavy 
tv spot schedules. Evelyn Vanderploeg is 
the timebuyer. 


COTY, INC. 

(Franklin Bruck Adv. Corp., N. Y.) 
The cosmetic firm is definitely going to 
use tv this fall. It has yet to make a decision 
as to whether it will be network or spot. 
Alice Ross is the timebuyer. 


CROWN ZELLERBACH CORP. 
(Brisacher, Wheeler & Staff, San 
Frencisco) 

This major Pacific Coast paper producer is 
going to step up its advertising budget and 
tv spot should come in for a goodly share. 
The company is now using mostly 
syndicated films (Ziv’s The Eddie Cantor 
Comedy Theatre) in Honolulu, Colorado 
Springs, Pueblo, Albuquerque and El Paso. 
Mary Ferriter is the timebuyer. 


HELENE CURTIS INDUSTRIES, INC. 
(Gordon Best Co., Inc., Chicago) 

The company is using a heavy spot campaign 
in Chicago to test its new deodorant named 


Theme. Philadelphia and other cities will 
follow soon. Ray Knight is the timebuyer. 


CURTISS CANDY CO. 
(C. L. Miller Co., Ine., Chicago) 


The maker of Baby Ruth and other candies 
started using test announcements and 
participations in three Mid-west markets: 
WJIM-TV Lansing, WSPD-TV Toledo and 
WCIA Champagne. Irving M. Tuteur, 
manager of the agency office, is the 
timebuyer. 


DOUGLAS LABORATORIES CORP. 
(Tally Embry Adv. Agency, Miami) 


The company buys in the major markets, 
usually on a co-op basis with retail drug 

chains for Coppertone Sun Tan Oil. Tally 
Embry, owner, is the timebuyer. 


DRI-ZIT CO. 
(Long Advertising, Inc., San Jose) 


For its moisture absorbent the company has 
added schedules in three Texas markets— 
Dallas-Ft. Worth, Lubbock and Tyler. 
Gertrude B. Murphy, v. p., is the 
timebuyer. 


DUET CORP. 
(Hicks & Greist, Inc., N. Y.) 


This is a new company with a new product, 
Duet electric safety razor. The product is 
now beginning to be introduced market-by- 
market. There is a remote possibility Duet 
might be using tv spot for pre-Xmas 
promotion. But tv is definitely in the 
thinking of both the agency and client. 
Should be active by spring of '56. R. M. 
(Dick) Scanlon is the account executive. 


FLORIDA CITRUS COMMISSION 
(Benton & Bowles, Inc., N. Y.) 


The Commission’s $1.3 million tv spot 
campaign will get going in most markets 
the week of Sept. 18. As reported in the 
TELEVISION AGE July feature, “Fall Spot 
Outlook,” some 70 markets will be bought, 
using 10-second nighttime announcements 
and one-minute daytime po2rticipations. 

In an additional 45 markets from one to 
three daytime minutes per week will be 
slotted. All schedules are for 52 weeks. 
Frank Carvell is the timebuyer. 





Jerry Bess, v. p. in charge of tv and 
radio at Frank B. Sawdon, supervising 
Robert Hall spot activity. 


FOLGER COFFEE CoO. 

(Brooke, Smith, French & Dorrance, 
San Francisco) 

A tv spot campaign for Folger’s Instant 
Coffee has begun in eight Far Western 
states (California, Nevada, Oregon, 
Washington, Montana, Idaho, Utah and 
Arizona) for seven weeks. Minutes and 20's 
are being used. Doris Williams is the 
contect. 


FRADELIS FROZEN FOOD CORP. 
(Mogge Pivett, Inc., L. A.) 


The maker of frozen dinners is running 
its live spot announcement campaign on 
through into October using KPIX and 
KRON-TV San Francisco; KFMB-TV, 
KFSD-TV San Diego and KHJ-TV, KTTV 
and KABC-TV Los Angeles. Jane Leider. 
media director, is the timebuyer. 


GENERAL ELECTRIC TELECHRON 
DIVISION 

(N. W. Ayer & Son, Inc., Phila. 

& N. Y.) 

The G. E. Division will probably start using 
tv spots in October. Jeanne Nolan is the 
timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


Two new dog food items are now being 
introduced in a number of states 
throughout the country—Gaines Dog Biscuit 
and Gaines Dog Biscuit Bits. Extensive 
consumer advertising for these products 
will have as its theme, “The best news for 
dogs since cats,” and will include tv spots 
in major cities in the introductory 

areas. Tom Mahon, assistant media 
director, is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


A schedule of tv spots will be used in a 
number of major markets in connection 
with a special premium promotion 
campaign for Post Sugar Crisp. The spot 
campaign will start in mid-August. The 
premium promotion is built around a 
52-page soft-cover Baseball Facts and Fun 
Book and will be advertised also on 
General Foods network shows, Roy Rogers 
and Commando Cody. William Murphy is 
the timebuyer. 


GOLDEN STATE CO., DIVISION OF 
FOREMOST DAIRIES, INC. 


(Guild, Bascom & Bonfigli, Inc., San 
Francisco) 

The company has just completed four 
one-minute films for its milk and ice 
cresm and will use them in California 
marke's. Robert F. La Chance, tv director, 
is contact. 


GCLD MEDAL CANDY CORP. 
(‘Em'l Mogul Co., Inc., N. Y.) 


Fer Bonomo’s Turkish Taffy the candy 
company is starting a tv spot schedule in 10 
markets in the Northeast and Midwest 
that will run from September through 
May '56. It is placing minutes in kid shows 


with a frequency of from two to six 
per week. Laura Partridge is the 
timebuyer. 


GROVE LABORATORIES, INC. 
(Harry B. Cohen Advertising Co., Inc., 
nao 


The annual fall campaign for Grove will 
start early in October and will run for as 
much as 26 weeks. In all probability the 
same markets as were used last year—131 
markets in all—will be used again this 
year. Elizabeth (Beth) Black, head 
timebuyer, is the contact 


ROBERT HALL CLOTHES, INC. 
(Frank B. Sawdon, Inc., N. Y.) 

This heavy spot user now has spot schedules 
in 48 markets and will be adding the 
following eight markets to its roster 
Springfield, Mass., Philadelphia, Charlotte, 
Wheeling, Baton Rouge, Indianapolis, 

Des Moines and Wichita. Also, in 
conjunction with the company’s fall 
campaign, existing schedules will be 
stepped up in Boston, Buffalo, Chicago, 
Cleveland, Kansas City and New York 
Robert Hall uses minute announcements, 
both film and live, and frequencies range 
from 10 to 60 or 70 spots per week 

Jerry Bess, v. p. in charge of tv and radio, 
is the contact. 


HAWLEY & HOOPES, INC. 
(Ted Bates & Co., N. Y.) 


The maker of M & M candies is a year-'round 
spot user. However, it did cut down a bit 
on its schedule the last two weeks in July, 
but this was nothing more than a 
readjustment period in order to get ready 
for the beginning of its fiscal year August 1 
The company is again using its 52-week 
spot campaign in about 75 markets. Frank 
Thompson is the timebuyer. 


HEALING WATERS, INC. 
(C. L. Miller Co., Ine., N. Y.) 


The agency does the tv buying for Oral 
Roberts. The religious half-hour has been 
placed recently on WMTW Poland Springs 
and also in Great Falls, Waco and 
Bethlehem, making a total of 93 stations 
carrying the show. Rita Driscoll Simmons 
is the timebuyer. 


HEKMAN BISCUIT CO. 

(George H. Hartman Co., Chicago) 
Hekman bought the NBC Film Division 
series The Great Gildersleeve for use in 10 
markets in Michigan and Northern Ohio 
George H. Hartman Jr., media director, is 
the contact. 


INTERNATIONAL MOLDED 
PLASTICS, INC. 

(Product Services, Inc., N. Y.) 

The maker of Brookpark Dinnerware 
expects to be in from 75 to 100 markets with 
spot schedules starting last week in August 
and running until the end of the year 

As part of the same campaign, the company 
has an exploitation tie-in with the 
Columbia Pictures’ release, My Sister 
Eileen, in 50 markets. This tie-in is in 
addition to the company’s regularly 
scheduled spots in these 50 markets and will 
run in conjunction with the run of the 
picture. It is using one-minute film 
announcements. Martha Rose is the 
timebuyer. 


JAPAN CANNED CRABMEAT 
SALES CO., LTD. OF TOKYO 

(Irwin Vladimir & Co., Inc., N. Y.) 
Nozaki Associates, Inc. of New York, an 
exporting firm, is handling the distribution 
of Japan Canned Crabmeat in this 
country. It is now using each week from 
one to four participations, mostly on 
morning shows, in New York, Boston, 
Baltimore and Chicago. The campaign will 
run until September. Andrew N. Viadimir, 
executive assistant, is the contact 


KITCHEN MAGIC CO. 
(Eastburn-Siegel Adv. Agency, 
Atlanta) 
There’s a possibility that the company will 
begin a fall tv spot schedule for Peddi-Kure, 
a preparation for foot ailments, using 
five-minute films. Sam Scheinman, media 
director, is the timebuyer 

(Continued on page 72) 
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25,000 fan letters 

hailed its TV sneak preview... 

now The Great Gildersleeve Comedy Series 
is ready to sell for YOU! 


“The Great Gildersleeve,” top-rated comedy favorite on radio for 

13 years, is ready to open broad new sales opportunities for television 
advertisers. He’s the same lovable, laughable Gildy—chortle and all— 
but with the tremendous added impact of television’s visual values. 


“The Great Gildersleeve” just can’t miss as a syndicated TV film 
series. It’s pre-tested! 


With no advance warning, “The Great Gildersleeve” was sneak- 
previewed in a half-hour period on the NBC Television Network. 
Viewers were asked to send in their reactions. No incentives were 
offered. From this single exposure more than 25,000 enthusiastic 
letters, many signed by every member of the family, clamored for 
Gildy as a regular TV attraction. They looked forward to weekly 
visits with Gildy, nephew Leroy, niece Marjorie, housekeeper Birdie, 
druggist Peavey, barber Floyd, Mayor Terwilliger, and all the 

other popular favorites of “The Great Gildersleeve.” 


“The Great Gildersleeve” is a TV comedy series with extra-special 
values for advertisers: 


@ a big-time, established, well-loved personality 


@ a wholesome approach that appeals to the whole family and will 
serve to cement community relations for the sponsor 


@ powerful backing by NBC Film Division’s all-out 
merchandising 


@ a pre-tested capacity for attracting and holding audience 


Act fast to make sure Gildersleeve cuts his comic capers in 
your behalf... first! Write, wire or phone now! 


NBC FILM DIVISION 


serving all sponsors 
serving all stations 


30 Rockefeller Plaza, New York 20, N. Y. 
Merchandise Mart, Chicago, Ill. 

Sunset & Vine, Hollywood, Calif. 

In Canada: RCA Victor, 225 Mutual St., 
Toronto; 1551 Bishop St., Montreal. 
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V. LA ROSA & SONS, INC. 
(Kiesewetter, Baker, Hagedorn & 
Smith, Inc., N. Y.) 


The maker of macaroni, spaghetti, egg 
noodles and various canned and prepared 
products added in middle of July 
sponsorship of MCA’s Waterfront on 
wnac-tv Boston. It already is using the 
film series in New York and Philadelphia. 
A spokesman told TELEVISION acE that La 
Rosa will buy other markets when a good 
buy is available. The company’s 
distribution area is the Northeast and 
Middle Atlantic states as far south as 
Baltimore-Washington. It would consider 
either a film series or announcements. 

Last year the company had a spot schedule 
in 15 markets. F. A. (Mike) Wurster, media 
director, is the timebuyer. 


LEHN & FINK PRODUCTS CORP. 
(McCann-Erickson, Inc., N. Y.) 


The company is running tv spot schedules 
in markets where its CBS Television 
network rerun of I Love Lucy does not 
cover. The company expects to increase its 
spot schedule, but not before October and 
perhaps not until after December which 

is when its Lucy sponsorship expires. Al 
Petcavage is the supervising timebuyer, 
Frances Velthuys is the timebuyer. 


LEVER BROS. CO. 
(J. Walter Thompson, Inc., N. Y.) 


The company has set up a schedule in a 
few scattered markets for Rinso Blue. 

It is using daytime minutes, mostly on 
women's participation shows on a five- 
and six-days-a-week basis. Tom Glynn is 
the timebuyer. 


P. LORILLARD CO. 
(Lennen & Newell, Inc., N. Y.) 


They are using a test ID schedule in St. 
Joseph, St. Louis, Des Moines and 
Minneapolis for Muriel cigars. Look for an 
extension of this campaign. Frank Daniel 
is the timebuyer. 


P. LORILLARD CO., INC. 
(Lennen & Newell, Inc., N. Y.) 


A tv spot campaign for Old Gold Cigarettes 
is getting started August 8 in a scattered 
list of markets. Robert Widholm is the 
timebuyer. 


LILY MILLS CO. 
(Bennett-Advertising, Inc., High Point, 


The maker of yarns and sewing threads is 
getting ready to put together a heavy tv 
spot campaign beginning sometime around 
October. The company tried with tv spot last 
year and was very happy over the results. 
It is looking for daytime slots and will 

use 20- and 40-second films and live 

tags. Robert Tracy, v. p., is the contact. 


LION OIL CO. 

(Ridgeway Advertising Agency, St. 
Louis) 

The oil company has bought Ziv’s Highway 
Patrol for use in the fall in markets in 
Arkansas, Louisiana, Mississippi and 
Tennessee. L. L. Blakey is the timebuyer. 


LUCKY LAGER BREWING CO. 


(McCann-Erickson, Inc., San 
Francisco) 

The beer company bought the NBC Film 
Division series The Great Gildersleeve for 
exclusive sponsorship in 36 markets in 
Oregon, California, Washington, Montana, 
Utah, Nevada, Idaho, Arizona, New 

Mexico, Alaska and Hawaii. Keith Lanning 
is the timebuyer. 


MALT-O-MEAL CO. 
(Campbell-Mithun, Inc., Chicago) 

The company will start Sept. 15 using 
minutes and 20’s adjacent to daytime kid 


shows in 45 to 50 markets. C. H. Rossland, 
media director, is the contact. 


MARLIN FIREARMS CO. 


(Scheideler, Beck & Werner, Inc., 
N. Y.) 


The gun maker will start on August 7 a 
five week schedule of one-minute films 
three times a week on wmtw Mt 


Washington, wxtv Utica, wstv Steubenville, 
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Al Petcavage, tv-radio supervisor in 
media at McCann-Erickson, handles 
Lehn & Fink spot placement. His other 
tv-active accounts include Corn Prod- 
(Nu-Soft), Dorothy 
Gray, Purex Corp. and Seeck & Kade 


ucts Sales Co. 


(Pertussin). 


WNEM-TV Bay City and wisw-tv Topeka. 
This campaign will cover the hunting 
season which, in most of the areas, is from 
September through January. This is 

the first use of tv by Marlin and if the 
campaign is successful the company 

will definitely follow through and extend 
the coverage next season. Vera Brennan, 
head timebuyer, is the contact. 


MARY ELLEN, INC. 

(Jewell Advertising Agency, Oakland) 
The maker of jams and jellies, a big tv spot 
user in the past has turned to radio in 11 
Western states, West Texas and Honolulu. 
However, they do maintain spot 

schedules in Phoenix and Albuquerque. 
Ralph Jewell, agency head, is the contact. 


M-O-LENE RUG CLEANER 
(Arthur Meyerhoff & Co., Chicago) 


The company used to concentrate its 
advertising on mail order for the retail trade. 
Is now taking to tv spot and using a 
schedule of nighttime minutes. Evelyn 
Vanderploeg is the timebuyer. 


MONARCH WINE CO. 
(Emil Mogul Co., Ine., N. Y.) 


The maker of Manischewitz Wine is setting 
up a tv spot schedule to start in 
September and run through June '56. They 
are aiming for 106 markets throughout 

the country, will use from five to 15 

spots per week of nighttime minutes and 
2U’s. Elaine Schachne is the timebuyer. 


MONSANTO CHEMICAL CO. 
(Needham, Louis and Brorby, Ince., 


( hicago) 

Monsanto is using day and night minutes 
in a restricted list of stations for its 
detergent All. Andrew Zeis, associate media 
director, is the timebuyer. 


MORNING MILK CO., DIVISION OF 
CARNATION CO. 


(R. T. Harris Advertising Agency, Inc., 
Salt Lake City) 


The milk company bought Ziv's Highway 
Patrol for use in its Northwest and 
Mountain States distribution areas, starting 
in the fall. Francis Peek, media director, 

is the contact. 


OZ GREETING CARD CO. 
(Francis D. Gonda Co., L. A.) 


A spokesman told TELEVISION AGE at press 
time that the company’s advertising plans 
are now in the talking stage. “We are 
leaning toward tv,” he said. If a campaign 
gets underway (sometime in the fall) it will 
be in the California region. The big decision 
to be made is whether OZ will use a 
regional network setup or spot its schedules. 
Alex Victor, account executive, is the 
contact. 





PIEDMONT AVIATION, INC. 
(Liller, Neal & Battle, Atlanta) 


Piedmont Airlines is using a schedule of 
announcements on the top 12 markets in its 
ll-state coverage area. (See April Spot 
Report.) Sarah Williams, media director, 
is the contact. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


The company is running schedules of 
daytime minutes in selected lists of 
markets for both Duz and Ivory Flakes. 
These campaigns will last for probably six 
months. Ruth Jones, timebuying 
supervisor, is the contact. 


RADIO CHURCH OF GOD 
(Huntington Parmelee Adv., L. A.) 


A radio feature for many years, The World 
Tomorrow with Herbert Armstrong, will 
be starting a half-hour tv program in 
scattered markets. Desired time is Sunday 
night at 10:30. 


RALSTON PURINA CO. 
(Gardner Adv. Co., St. Louis) 


For the Feed Division, Ralston will begin 
in the latter part of Sept. a tv spot 
campaign using three spot a week in Central, 
Southeast and Southwest major markets. 
Frank L. Chipperfield, media director, 

is the contact. 


REALEMON-PURITAN CO. 
(Rutledge & Lilienfeld, Inc., St. Louis 
& Chicago) 

Has started in New York with a test 
schedule of 50 ID's a week, using a French 
language commercial. Plans are now being 
made to extend these Gallic ID’s to 

other major markets in the country. 
Anne Coyle, tv director, is the contact. 


REMINGTON RAND, INC. 

(Young & Rubicam, Inc., N. Y.) 

The company sponsors What’s My Line >ver 
CBS Television and Caesar’s Hour over 
NBC-TV. Remington's aim is to have two 
shows in each Remington market. 
Therefore, where there is only one network 
show, the company will buy a half-hour 
film series. Warren Bahr is the timebuyer. 


ROSITA PRODUCTS CO., INC. 
(Mogge-Privett, Inc., L. A.) 


The maker of Rosarita Brand of Mexican 
foods is starting a live spot campaign in 
Denver on KOA-TV, KBTV and KLZ-TV. 
Jane Leider, media director, is the time- 
buyer. 


ROTO-BROIL CORP. OF AMERICA 
(Product Services, Inc., N. Y.) 


April Spot Report revealed that the 
company appropriated $300,000 for a tv spot 
campaign featuring the Roto-Magician 
series. running 13 weeks in 50 cities. 

Now the company is going into over 80 
markets with the Roto-Magician series for 
26 weeks with an advertising budget of 
over $500,000. Martha Rose is the 
timebuyer. 


SARA LEE KITCHENS 
(Cunningham & Walsh, Inc., Chicago) 


In the upcoming ABC network Mickey 
Mouse Show, the baking company has 

bought participations which are being 
placed on spot basis. Ivan Hill, executive 
v. p., is the contact. 


SHULTON, INC. 
(The Wesley Associates, N. Y.) 


As indicated in April Spot report, the maker 
of toiletries and Old Spice shaving products, 
sponsored the MPTV film series, Paris 
Precinct, for 13 weeks beginning in April. 
Shulton took a summer hiatus and is now 
making plans to get back on the tv spot 
sometime in late September, again with 
Paris Precinct, in a score of markets. 
Joseph D. Knap, media director, is the 
contact. 


SKELLY OIL Co. 
(Bruce B. Brewer & Co., Kansas City) 


Skelly is buying the half-hour MCA film 
series Waterfront for a limited number of 
Midwestern markets. John S. Kirwan, tv 
and radio director, is the contact. 
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Se 
Monday through Friday 
MORNING AFTERNOON [.][.] 
9 AM—12 N 12 N—6 PM 
KRON-TV 49.7% 40.3% “ss 
Station B 45.7 32.4 
Station C 4.6 27.2 | 
Others # 0.1 - 
Sunday through Saturday 
NIGHT TOTAL DAY 
6 PM— MID 6 AM— MID 
“| KRON-TV 47.8% 44.6% 
Station B 32.7 33.7 
Station C 19.3 21.6 
Others 0.2 0.1 





Nielsen Station index TV Report April 1955 





Sau Pranciseo 


<KROMS 


AFFILIATED WITH THE S. F. CHRONICLE 4 
je: AND THE NBC-TV NETWORK ON CHANNEL =e 
a Represented Nationally by Free & Peters, Inc. 














No. 5 in the series, ““What Every Time Buyer Should Know About KRON-TV” . 
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STOKLEY-VAN CAMP, INC. 
(Calkins & Holden, Inc., N. Y.) 


The maker of Van Camp food ypeteets a 
fh Sept to extend its tv ag Pactivity be 
ea 10 new markets 

Be added t Cook promotion. 
It eis looking — good minute buys in 
women’s participation shows but in a few 
instances are conside: | ee 
segments. “These sched will probably 
continue for 52 weeks. Timothy J. O'Leary 
is the timebuyer. 


STROH BREWERY CO. 


(Zimmer, Keller & Calvert, Inc., 
Detroit) 


The beer company bought the ABC Film 
series Douglas Fairbanks Presents for 
sponsorship in the following: wNEM-tv Bay 
City, wwtv Cadillac, wnsk-tv Cleveland, 
wens-tv Columbus, O., wxyz-tv Detroit, 
wwnovu-tv South Bend and wHiz-tTv 
Zanesville. A. H. Ritter, v. p. and account 
executive, is the contact. 


SUN-BLEST QUALITY FOOD 
PRODUCTS, INC. 


(Jewell Advertising Agency, Oakland) 


The emery bent a 20-second spot 
preceding I ve Lucy on Kprx San 
Francisco for six months beginning in 
Augus' There is a possibility that more 
time wi " be bought in other California 
marcis in the future. Ralph Jewell, 
agency “he: «, iz the contact. 


TAFON DISTRIBUTORS, INC. 
(Frank J. Miller Adv., Inc., L. A.) 


The ~_ * of health ‘+> — bought the 
Official Films series The Hunter, and will 
spot it, starting in August, in over 250 
markets for 26 weeks. The company has 










Kansas City’s 
Most Powerful 
TV Station 


Advertisers find atten- 
tive, receptive listeners— 
and more of them—when 
they swing their schedules to 
KMBC-TV, Kansas City’s most 
powerful TV station. Serving the 
Heart of America from a 1,079-foot 
tower (above average terrain) with a 
316,000. watt RCA color-equipped 
transmitter, the Channel 9 signal 
goes farther, remains , Ah, and 


holds more audience than any other 


Kansas City television facility. For 
‘the facts about the Heart o 
America’s “pest TV buy, see your 


Free & Peters Colonel. 


© 


Primary CBS-TV Basic Affiliate 
and in Radio, it's KMBC of Kansas City 
KFRM for the State of Kansas 
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On Aug. 1 Town Adv., Phila. 
dissolved. Co-partner Sol E. Zu- 
brow (r), took over $2 million 
billings and set up S. E. Zubrow 

(Fels & Co., Eatmor Cran- 
berry Sauce and Letty Lane Can- 
dies.) Mary Dunlavey (1) is 
firm’s timebuyer. 








ped the film for two years. Frank 
Miller, president, is the contact. 


THE TONI CO., DIVISION OF 

THE GILLETTE Co. 

(Leo Burnett Co., Inc., Chicago) 

The company started using newspapers in 
major markets for its new Soft Touch 
lipstick. The product is expected to get an 
ad push of several million dollars, some 

of which will be applied to tv spot. Seymour 
Banks, manager of the media department, 
is the contact. 


TUXEDO CANDY CO., DIVISION OF 
SAFEWAY STORES, INC. 
(Foote, Cone & Belding, San Francisco) 


The company has just concluded a 10-week 
saturation campaign in Washington, 





Portland, Ore. and San Diego for Roxbury 
Candy. There is a possibility, however, 
that another tv spot campaign will 

be begun in the near future. Edward 
Bosley, in charge of tv, is the contact. 


VICK CHEMICAL CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 

Vick’s tv spot campaign starting in the fall 
for cough drops, cough syrup, Vaporub and 


Vatronol will be heavier this year than 
last. In 1954, these Vick’s products were 
promoted on some 100 stations. The 1955 
schedules will be made up, as usual, mostly 
of Class A ID’s and 20’s. Miss Mickey 
McMichael is the timebuyer. 


THE GEORGE WIEDMANN 
BREWING CO., INC. 


(Tatham-Laird, Inc., Chicago) 


The maker of Wiedmann beer bought Ziv’s 
Highway Patrol for use in the fall in 
Cincinnati, Columbus, O., Dayton and 
Indianapolis. D. G. Watrous, account 
executive, is the contact. 


WILDROOT CO., INC. 


(Batten, Barton, 
Inc., N. Y.) 


As we go to press recommendations for 
spot tv are in the hands of the client. If 
company approves, campaign will start in 
September at about the same time as 

its sponsorship of Robin Hood series gets 
underway on CBS Television. (Wildroot 
alternates with Johnson & Johnson.) 
Gertrude Scanlon is the timebuyer. 


Durstine & Osborn, 


ZONITE PRODUCTS CORP. 
(Erwin, Wasey & Co., Inc., N. Y.) 


The company has concluded a spot 
campaign for Larvex and Myna, its new 
spray glass cleaner. For the former there 
will probably be no activity until next 
spring. However, there is a good chance 
that another Myna spot campaign will 

get underway in the fall. The company 
does not yet have national distribution for 
its new glass cleaner. It covers most of the 
east and scattered areas in the midwest 
but nothing west of St. Louis. Keith B. 
Shaffer, business manager of media, 

is the timebuyer. 
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Oo Bill me 


Inside a $26.7 million account 


TELEVISION AGE takes you behind the scenes at the Colgate-Palmolive Company. 
and shows you how and why they spent over half their advertising total, some $14 million, 


For the inside story in television business and advertising every month, clip this coupon 


Television Are 444 Madison Avenue, New York 22, N.Y. 


Please enter my subscription for [_] one year at $5.00. [] two years at $8.00. 
Foreign Rates, Yearly: Canada, Mexico—$6.; 


All others $10. 
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Food store sales state-wide: 
$1,049,984,000 

Food store sales WFBM-TV-wide: 
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INDIANAPOLIS 


Represented Nationally by 
the Katz Agency 
Affiliated with WFBM-Radio; WOOD AM 
& TV, Grand Rapids; WFDF, Flint; WTCN, 
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(L-8) (lL) Ms* General 
a 3:00 Dynamics 
The Big 
‘ayo Start at Frontiers 
Look uj : (L) Colgate Ted Mack’s of Faith 
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WoOODianp-TV is big territory! 





The toughest fighters — trout, bass, salmon, tarpon — meet their match in Shakespeare's 
resilient, glass fiber Wonderod. It's tough, light, rugged; designed to bring in the big ones! 


Wherever the fish are biting, you’ll find 
Shakespeare tackle — from WOODLAND, U.S.A. 


“Shakespeare” is a name dear to the hearts of fishermen — from Alaska to the 
Caribbean. And the Shakespeare Company, manufacturers of tackle for both 
fresh and salt water use, is one of the largest in the industry. 


Companies like Shakespeare give Western Michigan industry the kind of diver- 
sification that makes for sound prosperity. Many world leaders are located here 

. - in Kalamazoo, Battle Creek, Muskegon, Lansing . . . and in the primary 
trading center of Grand Rapids. This rich area is served by WOOD-TV — 
which has the 20th highest set coverage in the country. For top sales results, 
schedule WOOD-TV, Grand Rapids’ only television station! 


WOOD-T 


GRANDWOOD BROADCASTING COMPANY *® NBC, BASIC; ABC, SUPPLEMENTARY ® ASSOCIATED WITH 
WFBM-AM AND TV, INDIANAPOLIS, IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN.; 
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 





WOOD.anp CENTER 


GRAND RAPIDS, MICHIGAN 
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Film Sales 


Last August this department pointed 
out that the fall film prospect looked 
good because of lack of desirable net- 
work time, increase in number of sta- 
tions, expansion of program schedules 
and the growing acceptance of re-runs. 
For this fall, while the same four rea- 
sons more or less still hold, prospects 
are better than ever for a fifth reason: 
The high quality of tv film. As the 
story on page 44 points out, advertisers 
are buying film because of the positive 
fact that film programs are equal to if 
not better than live shows. Film pro- 
gramming is now able to stand on its 
own footage. 


Syndicated Films 


ATLAS TELEVISION CORP. 
Captain Z-Ro 
WSJV-TV Elkart; KGO-TV San Francisco, 


“Magic Ladies Choice Foods”; WTOP-TV 
Washington, D. C., Formost Milk. 


AWARD TELEVISION CORP. 
The Jimmy Demaret Show 


KCRG-TV Cedar Rapids, Storz Brewing Co.; 
KROD-TV El Paso; WKJG-TV Ft. Wayne, 
Hall Drive-In-Rest; KGBT Harlingen, Texas, 
Pearl Beer & Sportsman Co.; WTAP Park- 
ersburg, W. Va., McWhorter, Chrysler Deal- 
er; KOTA-TV Rapid City, Coca Cola; 
KFMB-TV San Diego, San Diego Tire Deal- 
ers; WGBI-TV_ Scranton, Rogers Motor 
Lines Co.; KING-TV Seattle; KELO-TV 
Sioux Falls; WHIZ-TV Zanesville, Snider- 
Flaught Lumber Co. 


CBS TELEVISION FILM SALES ,INC. 
Amos ’n’ Andy 
WMT-TV Cedar Rapids, Sanitary Dairy, 
(Renewal) ; WISH-TV Indianapolis, Bennett 
Furniture & Ed Clark Motors, (Renewal); 
KDUB-TV Lubbock, Texas, Piggly Wiggly 
Super Markets, (Renewal); WCBS-TV New 
York; WGEM-TV_ Quincy, (Renewal) ; 
WNOW-TV York, Pa. 
Gene Autry 
KOMU-TV Columbia, Mo.; WPRO-TV Prov- 
idence. 

sponsoring in 
WJHL-TV Johnson 
Bakery; KOTA-TV Rapid City, 
Wonder Baking Co.; KFJB-TV Valley City, 
Regan Bros. Co. 


The Cases of Eddie Drake 

KOVR-TV Stockton. 

The Files of Jeffrey Jones 

KOVR-TV Stockton. 

Life With Father 

WBNS-TV Columbus; KROD-TV El Paso. 
Annie Oakley 


WBAL-TV Baltimore, Bristol-Myers & Sus- 
taining, (Renewal); WKNY-TV Kingston, 
RCA Dealers, (Renewal); WSIX-TV Nash- 
ville, (Renewal); LY Spokane; KLIX- 
Twin Falls, Continental Baking Co. & 
Sustaining; KIMA-TV Yakima, Continental 
Baking Co. 
Range Rider 
WNBF-TV Binghamton, Stroehmann Bak- 
eries, (Quality Bakers); WLW-TV Cincin- 
nati, (Renewal); WLW-C Columbus, O.; 
WLW-D Dayton, (Renewal); WHP-TV Har- 
risburg, Pa., Stroehmann Bakeries, (Quality 
Bakers); WMUR-TV Manchester, (Renew- 
al); KPHO-TV Phoenix, (Renewal). 


San Francisco Beat 
KTTV Los Angeles; KOVR-TV Stockton. 





The Whistler 
Altoona, King’s Wine; 


WGR-TV Buffalo, 


Genesee Brewing Co.; WFIE-TV Evansville, 


Ind., Falls City Brewing Co.; WSAZ-TV 


Huntington, W. Va., Falls City Brewing Co.; 
WDAF-TV Kansas City, Household Finance, 
(Renewal); Lancaster, King’s Wine; WAVE- 
TV Louisville, Falls City Brewing Co.; 
WSFA-TV Montgomery, Interstate Life In- 
surance Co.; Pniladelphia, King’s Wine; 
a King’s Wine & La Rosa Spa- 
ghetti. 


GENERAL TELERADIO, INC. 

30 Feature Films 

KDAL-TV Duluth; KGLO-TV Mason City, 
Iowa; WITV Miami; KCSJ-TV Pueblo, Colo.; 
KVTV Sioux City; KTVY Yakima. 
Uncommon Valor 


KOAT-TV Albuquerque; WNBK Cleveland; 
KRDO-TV Colorado Springs; WHO-TV Des 
Moines; WKBN-TV Youngstown. 


INTERNATIONAL NEWS SERVICE 
Telenews Weekly 

KRBC-TV Abilene; WOC-TV Davenport, 
Green Colonial Furnace Co.; WHO-TV Des 
Moines; KTVH Hutchinson; KHJ-TV Los 
Angeles; KGLO-TV Mason City, Green 
Colonial Furnace Co.; WDBO-TV Orlando, 
Central Florida Motors; KDKA-TV Pitts- 
burgh, Mabro Construction Co.; KBET-TV 
Sacramento; WRC-TV Washington, D. C.; 
Viguie Films, Santurce, P. R. 

This Week In Sports 

WGAL-TV Lancaster, General Tire & Rub- 
ber Co.; KHJ-TV Los Angeles. 


INTERSTATE TELEVISION CORP. 
Adventure Album 
WAVE-TV Louisville; KOTV Tulsa. 


Ethel Barrymore Theater 


WNBK Cleveland; WKBT La _ Crosse; 
one ee Louisville; WDSU-TV New Or- 
leans. 


Adventures of Blinkey 

KOTV Tulsa. 

Amazing Tales of Hans Christian 
Andersen 


KTVA Anchorage; 
WAVE-TV Louisville. 


Little Rascal Comedies 


WSB-TV Atlanta; WCIA Champaign; 
WUSN-TV Charleston; WHIO-TV Dayton; 
WLBT Jackson; WKRG Mobile; WKY-TV 
Oklahoma City; WHAM-TV_ Rochester, 
N. Y.; KYTV Springfield, Mo.; KONA Hon- 
olulu. 

Popular Science 


WWTV_ Cadillac; WDAK-TV Columbus; 
KDKA-TV Pittsburgh; KOTV Tulsa. 

NBC FILM DIVISION 

Badge 714 B 


WJBF Augusta; KNOE-TV Monroe; WCAU- 
TV Philadelphia. 


Badge 714C 


WJBF Augusta; WNAC-TV Boston; WSLS- 
TV Roanoke, National Biscuit Co. 


Captured 


KRDO-TV Colorado Springs; WWLP Spring- 
field, Mass. 


Dangerous Assignment 
KTBS-TV Shreveport. 


WSJV-TV = Elkhart; 


The Falcon 


WNAC-TV Boston; WABC-TV New York; 
KZTV Reno. 

The Great Gildersleeve 

KPRC-TV Houston-Lufkin. 

Hekman Biscuit Co. sponsoring in following 
markets: Cadillac, Cleveland, Detroit, Grand 
Rapids, Lansing, Lima, Saginaw, Toledo, 
Traverse, Mich., Youngstown. 

Lucky Lager Beer sponsoring in following 
markets (Exclusive rights): Alaska, Arizona, 
California, Hawaii, Idaho, Montana, Nevada, 
New Mexico, Oregon, Utah, Washington. 


His Honor, Homer Bell 
WGR-TV Buffalo. 
Hopalong Cassidy—Half Hour A 


WBAL-TV Baltimore; KRNT-TV Des 
Moines. 


Hopalong Cassidy—Half Hour B 


KRNT-TV Des Moines; KLAS-TV Las 
Vegas; WRC-TV Washington, D. C. 


Hopalong Cassidy—Hour 


KRNT-TV Des Moines, WTPA Harrisburg; 
KWK-TV St. Louis; WRC-TV Washington, 
a. c 


Inner Sanctum 


WTVN-TV Columbus, Ohio; WVEC-TV _ Nor- 
folk-Hampton; WKAQ-TV San Juan, P. R., 
Stefford-Miller, Intl. 


Life of Riley A 
KHSL-TV Chico; KBAK-TV Bakersfield, 


Fenway Dept. Stores; KID-TV Iadho Falls; 
KVTV Sioux City; KYTV Springfield, Mo. 
Life of Riley B 

KLZ-TV Denver, Beatrice Foods; KJEO-TV 
Fresno; WBAY-TV Green Bay; KTVT Salt 
Lake City; KPIX San Francisco, Borden's 
Dairy; KHQ-TV Spokane. 

Life of Riley C 

KRNT-TV Des Moines; KRDO-TV Colorado 
Springs; KVAL-TV Eugene; KJEO-TV 
Fresno; KBES-TV Medford, Ore., Heidelberg 
Brewing; KBET-TV Sacramento, Borden's 
Dairy. 

Life of Riley D 

KBAK-TV Bakersfield; KID-TV Idaho Falls, 
KLZ-TV Denver, Beatrice Foods; KBET-TV 
Sacramento; KTVT Salt Lake City; KHQ- 
TV Spokane. 


Victory at Sea 


WNAC-TV Boston; WALA-TV Mobile, 
Smith & Kelly Hardware. 


Steve Donovan, Western Marshal 


KRBC-TV Abilene; KGNC-TV Amarillo; 
WNAC-TV Boston; WBEN-TV Buffalo, Milk 
for Health; WCIA Champaign, Kelly Food 
Products; KRNT-TV Des Moines; KFXJ-TV 
Grand Junction, Sally Ann Bakers; WCCO- 
TV Minneapolis; WRCA-TV New York; 
WNDU-TV South Bend. 


SCREEN GEMS, INC. 


All-Star Theatre 


WBTV Charlotte, ‘N. C., Allison-Erwin, Ager 
& Gilette; KLZ-TV Denver; KDAL-TV Du- 
luth, (Renewal); WJAC-TV Johnstown, Pa., 
De Roy’s Jewelers; WAVE-TV Louisville; 
WTOK-TV Meridian, Miss.; WSFA-TV 
Montgomery; WABC-TV New York; WTAR- 
TV Norfolk, Paramount Bedding; WDBO- 
TV Orlando, (Renewal); KDKA-TV Pitts- 
burgh, Bulova; KDQA-TV Quincy, Purina 
Checkerboard Feed Dealers; KUTV Salt 
Lake City; KEY-T Santa Barbara. 


(Continued on page 81) 
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Advertisement 


T.V. story board 


A column sponsored by one of the leading film producers in television 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


This lively cartoon series for D-X Motor Oils features an animated engine — “Eddie 
Engine” by name — who smoothly and easily puts across the salient points about the 
advantages of the Special & Heavy Duty D-X Motor Oils. A fast sell message in. an 
easy-to-take form makes this SARRA created commercial a super salesman. For: 
Mid-Continent Petroleum Corporation. Thru: R. J. Potts-Calkins & Holden, Inc. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


The remarkable success of “Millie’s Millions,” a TV commercial recently produced 
by SARRA for STOPPETTE, has catapulted a single test commercial into a series. 
The current sequel, “Tillie’s Hapless Holiday,” is built around an old movie-type 
setting with all the nostalgia and whimsical humor of The Gay 90's. Although done in 
a light vein, it conveys a hard-hitting sales message and provides instant identification 
for over-the-counter sales. For: Jules Montenier, Inc. Thru: Earle Ludgin & Company. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Here’s a SARRA TV commercial that won top CFAC Honors in the 13th Annual 
Awards Competition. Live action with appealing baby chick pictures, made more 
appealing with a cute little girl, sells the product with interspersed scientific shots 
showing the great growth-producing qualities of Purina’s Chick Startena — a real 
attention holding device. For: Ralston Purina Company. Thru: Gardner Advertising 
Co. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


A charming combination of live action with an airy cartoon treatment plus a singing 
fragment gives this NUSOFT commercial great sell-appeal. This commercial quietly 
but effectively presents the convincing NUSOFT “towel test” . . . deftly tied in with 
product identification. For: Corn Products Sales Company. Thru: McCann-Erickson, 
Inc. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 








Films (Continued from page 79) 


Big Playback 

WTVY-TV Dothan; WGLV Easton; KCCC- 
TV Sacramento. 

Jet Jackson 

KRBC-TV Abilene; KOAT-TV Albuquerque, 
Coca Cola Distributor; KERO-TV Bakers- 
field; WTOK-TV Meridian, Miss. 

Rin Tin Tin 

KERO-TV Bakersfield, Nickle Silver Battery 
Co.; KKTV Colorado arenes, Meadowgold; 
WJHL-TV Johnson City, Hecht Bakery; 
«eat Meridian, Miss.; WSM-TV Nash- 
ville. 

Top Plays of 1955 

KMID-TV Midland. 


STERLING TELEVISION CO. 

Beat The Experts 

WAAM Baltimore, West End Motors Corp. 
Household Hints 


WMCT Memphis, Home Federal and Loan 
Assn. 


Little Theatre 
WJBK-TV Detroit, Hot Point. 
Movie Museum 


WPBN-TV Traverse City, Mich., Great 
Lakes Supply Co. of Bay City. 

Tales of Tomorrow 

WSAZ-TV_ Huntington, W. Va., Banetti 


Brothers Spaghetti. 
The World We Live In 
WNCT Greenville, N. C., Leco Mills, Inc. 





Screen Gems’ Jet Jackson, Flying Com- 
mando 


UNITED WORLD FILMS, INC. 
Going Places 

KFAR Fairbanks; WABD New York. 
Headlines on Parade 

WABD New York; WPTZ Philadelphia. 
Sportscholar 

WDEF-TV Chattanooga; WABD New York; 
KSL-TV Salt Lake City. 

Stranger Than Fiction 


WXYZ-TV Detroit; WFBC-TV Greenville, 
S. C.; WABD New York; WPTZ Philadel- 
phia; KRON-TV San Francisco. 


Commercial Sales 
ACADEMY PICTURES INC., N. Y. 


Completed: Procter & Gamble Co., Camay 
Soap, B&B; General Foods Corp., Instant 
Sanka Coffee, Y&R; Kraft Foods Co., May- 
onnaise, J. Walter Thompson; Falstaff 
Brewing Co., Beer, D-F-S; Standard Brands 
Inc., Fleischmann’s Active Dry Yeast, J. 
Walter Thompson; Lever Bros. Co., im 





| 
| 
| 
| 
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Chart 


“Linkletter’'s House Party” (2:30-3 
p.m.); 2:30-45—M., W. F., Lever 
.; Tu. & Th., Kellogg. 2:45-3—M.- 
Th., Pillsbury; Fri., Dole Pineapple. 
“Bob Crosby Show’ (M.-F., 3:30-4 
p.m.); 3:30-45—Tu., Wed., Simoniz; 
Thu., Toni; Fri., 8. O. S., alt. wks.— 
Gerber Prods., 3:45-4—M. W. & Fr.— 
General Mills; Th., Scott Paper Co. 
“Windows” (Fri., 10:30-11 p.m.): 
American Oil (East Coast); Hamm's Brew- 
ing (Midwest); alt. wks.-sus. 


NBC— 

“Howdy Doody”’ (M.-F., 5:30-6 p.m.): 
M., 5:30-6—Standard Brands. Tu., 5:30- 
43—Kellogg; Int'l Shoe. Tu., 5:45-6— 
Colgate-Palmolive. Wed., 5:30-6 — Conti- 
nental . Th., 5:30-45—Kellogg. Th., 
5:45-6—Campbell Soup. Fri., 5:30-45— 
sustaining. Alt. Fr., 5:45-6—Luden’s & 
Welsh Grape Juice Co. 

Schedule of “Spectaculars’’: Monday. 
8/22 (8-9:30 p.m.), The King and Mrs. 
Candle; Saturday, 8/27 (9-10:30), One 
Touch of Venus, Oldsmobile; others TBA. 











Detergent, SSC&B; Gulf Oil Corp., Gulf- 
pride, Y&R; P. Lorillard Co., Muriel Cigars, 
Lennen & Newell; Byko Inc., Oranjeboom 
Beer, Ralph Jones Advtg. 

In Production: Campbell Soup Co., BBD&O; 
Benrus Watch Co., Audio Productions; San 
Girogio Macaroni Inc., Van Sant Dugdale; 
Campbell Soup Co., Franco-American Spa- 
ghetti, Ogilvy, Benson & Mather; Drackett 
Co., Windex, Y&R; P. Lorillard Co., Old 
Gold Cigarettes, Lennen & Newell; General 
Foods Corp., Birds Eye Foods, Y&R; Scott 
Paper Co., Cut-Rite Waxed Paper, J. Walter 


Thompson; Gillette Safety Razor Co., 
Maxon; General Electric Co., Headlamps, 
BBD&O; Sunshine Biscuit Co., Hydrox 


Cookies, Audio Productions. 


GEORGE BLAKE ENTERPRISES 


Completed: General Foods Corp., Post 
Raisin Bran, B&B; R. J. Reynolds Tobacco 


(Continued on page 82) 


TELEVISION 
TALKS 


transcribed from the 
BMI TV CLINICS — 1954 


A most practical, problem- 
solving book on Television 
Management and Production 
_.. combines the knowledge 
and experiences of 32 TV lead- 
ers in every phase of TV pro- 
gramming and production . . - 
factual, informative and down- 
to-earth . . . now a second 
printing. 
“One of the more authorita- 
tive industry volumes, tanta- 
mount to a college course in 
updated thinking within the 
industry.” — Variety 
Published by BMI and made 
available as an industry serv- 
ice at the cost of transcribing 
and printing. 
340 pages — clothbound 
$4.20 post paid 


BROADCAST MUSIC, INC. 


NEW YORK ¢ CHICAGO « 
TORONTO e 


HOLLYWOOD 
MONTREAL 





In the SPOTlight 


current productions making 
sales records 





Agency: Leo Burnett Company, Inc. 
Chicago 


Client: Motorola TV 





Agency: National Broadcasting 
& Company, New York 

NBC Spot Sales 

“MONITOR” 


Client: 





. \ 
Agency: Biow, Beirn & Toigo 
New York 


Client: White Rose Tea 





1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 


New York Office: 135 East 50th St. 
Telephone Plaza 5-4807 
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Films (Continued from page 81) 


Co., Camel Cigarettes, Wm. Esty; General 
Foods Corp., Sanka Coffee & Chef Boy-Ar- 
Dee, Y&R; General Electric Co., Institutional 
GE, BB ; Standard Brands Inc., Blue 
Bonnet Margarine, Ted Bates. 

In Production: The American Tobacco Co., 
Lucky Strike Cigarettes, BBD&O; General 
Electric Co., Institutional GE, BBD&O; Block 
Drug Co., Inc., Laxium, Emil Mogul; Gen- 
eral Foods Corp., Satina “90” Starch, Y&R; 
B. T. Babbitt, Inc., Glim, Harry B. Cohen. 


GOLDSWAN PRODUCTIONS, INC. 


Completed: Gunther Brewing Co., Inc., 
Beer, Bryan Houston; Table Talk Pies, The 
Reingold Co.; Bankers Trust Co., Rose- 
Martin; Gordon Baking Co., Silvercup 
Bread, D'Arcy; Kresge Co., MacManus, John 
& Adams; Colgate-Palmolive Co., Veto, 
Bryan Houston; United Shirt Dist., Luckoff 
& Wayburn. 


KLING FILM PRODUCTIONS 


Completed: Manitowoc Equipment Works, 


Freezer-Refrigerator Combinations, 
O’Grady, Andersen & Gray; Procter & Gam- 
ble Co., Detergent, H. W. Kastor; De Liso 
Debs, Shoes, Wilten Agency; Dairy Dell, 
Dairy Products, Bernard King; Dormeyer 
Corp., Appliances, John W. Shaw; Armour 
& Co., Frankfurters, Tatham-Laird; William- 
son Candy Co., Oh Henry Candy Bars, 
Aubrey, Finlay, Marley & Hodgson; Magikist, 
Rug Cleaners, Doris Greenwood; National 
Mobile Homes Mfrs. Assn., Trailers, J. Wal- 
ter Thompson; D-Con, Rat Killer; Red Owl, 
Stores, Savage Lewis; Servel Inc., Refrig- 
erators; Sentinel TV Receivers; First Fed- 
eral Bank, Campbell-Mithun; Standard Oil 
Co., Gas & Oii, D’Arcy; Myzon Foultry 
Builder, Meyerhoff; Flex Liquid Mender, 
Meyerhoff; Armour co., (unffon ciaquia 
Detergent, John W. Shaw; Swift Sherbet, 
McCann-Erickson. 


LALLEY & LOVE, INC. 


Completed: Westinghouse Electric Corp., TV 
Tubes, McCann-Erickson; The New York 
Daily News, Cunningham & Walsh; General 
Foods Corp., Gaines Dog Food, B&B; Ameri- 
can Motors Corp., Nash Automobiles, Geyer; 
Columbia Records, Inc., McCann-Erickson. 


In Production: U. S. Brewers Foundation, 








Each frame -— each scene in the print must be perfectly matched to assure an out- 


standing film production. Leading producers, directors and cameramen know that Precision 
processing guarantees that individual attention. 


Skilled hands and exclusive Maurer-designed equipment are teamed to bring these perfect 


results to each Precision print. Even more important, continuing research constantly 


improves techniques that are already accepted as unequalled in the field. 


In everything there is one best...in film processing, it’s Precision. 





A division of J. A. Maurer, Inc. 
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Transfilm spot for Dow Chemical’s 
Saran 


Inc., “When Friends Drop In,” J. Walter 


Thompson. 


LOUCKS & NORLING STUDIOS, INC. 


Completed: Gillette Safety Razor ? 
Maxon; Wine Growers Guild, D-F-S; Good- 
year Tire & Rubber Co., Inc., Tires, Y&R; 
Bulova Watch Co., McCann-Erickson; Binaca 
Toothpaste, Campbell-Ewald. 

In Production: Gillette Safety Razor Co., 
Maxon; J. A. Folger & Co., Coffee, Cunning- 
ham & Walsh. 


SCREEN GEMS, INC. 


Completed: The Coca Cola Co., D’Arcy; 
Columbia Pictures Corp., Man From Lara- 
mie; Columbia Pictures Corp., Chicago Syn- 
dicate, (Direct). 

In Production: Vick Chemical Co., Cough 
Drops, BBD&O; National Biscuit Co., Na- 
bisco, K&E. 


WARREN R. SMITH, INC. 


Completed: Jiffy Frozen Steaks, Freidman & 
Rich; Star Markets, Super Markets, Roth- 
man. 

In Production: De Roy’s Jewelry, Jay 
Reich; DuBois Budweiser, Beer, Bachman, 
Kelly & Trautman; 3-D Insulum, Building 
Material, Dubin & Feldman; Restonic Mat- 
tress, Dubin & Feldman. 


TRANSFILM INC. 


Completed: The Coca Cola Co., Wm. Esty; 
N. Y. Telephone Co., Color Telephones, 
BBD&O; Dow Chemical Co., Magnesium, 
Styron Wall Tiles, MacManus, John and 
Adams; P. Lorillard Co., Old Gold Fitter 
Kings, Lennen & Newell; Robert Hall 
Clothes, Frank Sawdon; Union Carbide and 
Carbon Corp., Prestone Anti-Freeze, Wm. 
Esty; P. Ballantine & Sons, Ale, Wm. Esty; 
General Mills, Inc., Betty Crocker Cake 
Mixes, BBD&O. 


UNITED WORLD PRODUCTIONS 


Completed: Toni Co. Div., VIV Lipstick, Leo 
Burnett; 5 Day Laboratories, 5 Day Deodo- 
rant, Grey; Pepsi-Cola Co., Biow; The Coca 
Cola Co., D’Arcy; S. Army Reserve, 
D-F-S. 

In Production: Lever Bros. Co., Lux Soap, 
J. Walter Thompson; 5 Day Laboratories, 5 
Day Deodorant, Grey; Philip Morris, Inc., 
Biow; Philip Morris, Inc., Marlboro Cigar- 
ettes, Leo Burnett. 


VIDEO PICTURES 


Completed: Block Drug Co., Inc., Sentrol, 
Grey, Colgate-Palmolive Co., Halo, Carl S. 
Brown; Colgate-Palmolive Co., Glance, 
Cunningham & Walsh; Boyle-Midway, Inc., 
Aerowax, Geyer; Simoniz Co., SSC&B; Gen- 
eral Motors Corp., Oldsmobile, D. P. Brother. 
In Production: General Motors Corp., Olds- 
mobile, D. P. Brother; Colgate-Palmolive 
Co., Halo, Carl S. Brown. 
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Film (Continued from page 65) 


The Oral Roberts Show, religious, featuring 
Oral Roberts, 39 episodes, half hour. (Some 
have already been released.) For national 
sale. 


Current 

Old American Barn Dance, country and 
Western music; Boxing From Rairbo, 
sports; All American Wrestling, sports; 
Music With the Hormel Girls, all-girl chorus 
and orchestra; Paradox, drama. 


LAKESIDE TELEVISION CO. 
Upcoming 

Of All Things, show of strange and unusual 
things produced by Popeye creator, Max 
Fleischer, 26 episodes, quarter hour. 13 
shows have been released so far. 


Current 

Wild Life in Action, animal-nature adven- 
ture; Where in the World, documentary; 
Opera and Ballet, capsule stories; Adventure 
Is My Job, personal outdoor adventure; 
Reading the Bible, religious; The Bible, 
Bible stories (non-denominational and non- 
sectarian) ; Out of the Past, Bible stories; 
The Magic Vault, drama; This Is Hawaii, 
musical; Adventures of Danny Dee, chil- 
dren’s show. 


MCA-TV LTD., FILM 
SYNDICATION DIVISION 

Upcoming 

Dr. Hudson’s Secret Journal, drama, featur- 

ing John Howard, 39 episodes, half hour. 

For release in fall. 

Touchdown, sports, 13 episodes, half hour. 

For release in fall. 


Current 

Mayor of the Town, drama; Guy Lombardo 
& His Royal Canadians, music; Waterfront, 
adventure; City Detective, mystery; Rocky 
Jones, Space Ranger, science fiction; Heart 
of the City, adventure; “Where Were You?”, 
documentary; I’m the Law, mystery; Tele- 
sports Digest, sports; Royal Playhouse & 
Counterpoint, anthology; Curtain Call, an- 
thology; Playhouse 15, anthology: Famous 
Playhouse, anthology; Man Behind the 
Badge, documentary; The Lone Wolf, mys- 
tery; Abbott and Costello, comedy; Pride of 
the Family, situation comedy; Soldiers of 
Fortune, adventure; Hollywood Off-Beat, 
mystery; Biff Baker U.S.A., adventure; Fol- 
low That Man, mystery; Ray Milland, com- 
edy; Gene Autry, Western features; Roy 
Rogers, Western features. 


CHARLES MICHELSON INC. 
Upcoming 

The Plainclothes Man, adventure. 
lease about September 15. 


For re- 


Current 

Capsule Mysteries, mystery show. 

NATIONAL’ TELEFILM 
ASSOCIATES, INC. 

Upcoming 

The Mad Whirl, Roller Derby, 52 episodes, 

half hour. For release in fall. 


(Continued on page 84) 





A GEOGRAPHY LESSON .... One of a Series 


are BALTIMORE 
? and NORFOLK in 
WASHINGTON 
STATE? 
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In case you suspect we’ve become rusty in our geography, we hasten to say we 
are aware that Baltimore and Norfolk are NOT in Washington State. We're 
merely pointing out that the sum of the populations of these two eastern cities 
is less than the population served by KTNT-TV in its “A” contour. 


Within the “A” contour boundaries of KTNT-TV there are more than 1,200,000 
able-to-buy people . . . almost half the population of Washington State. And, 
in addition, KTNT-TV’s INFLUENCE AREA extends throughout Western Wash- 
ington and inio Canada to the north and into parts of Oregon to the south. 














The Puget Sound area... 
the KTNT-TV area... 
has a Per Capita Income 
greater than the U.S. 
national average. 
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In Washington State, Advertise Where the PEOPLE are . . Buy KTNT-TV. 


316,000 WATTS 


Antenna Height 
1000 FT. ABOVE SEA LEVEL 


CBS Television for Puget Sound 





Represented Nationally by Weed Television 
KTNT-TV, TACOMA 5, WASHINGTON 


“The Word Gets Around... Buy Puget Sound” 
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Theatre, drama. 39 episodes, half hour. For 
release in fall. 

Amy Vanderbilt Etiquette. 72 episodes, 5 
minute. For release in fall. 


Current 

The Fabulous Forty, features; The New 
Adventures of China Smith, adventure 
drama; China Smith, adventure drama; 
Police Call, adventure drama; Orient Ex- 
press, drama; Play of the Week, drama; 
Pantomime Quiz, quiz; Holiday, travel; In- 
ternational Playhouse, adventure drama; 
Hand to Heaven, religious show; The Passer- 
by, theater drama; The James Mason Show, 
dramatic readings; The Bill Corum Sports 
Show, sports; Bobo the Hobo, children’s 
show; Music of the Masters, music; Find A 
Hobby, hobby show; Man’s Heritage, re- 
ligious; M.D., medical; The Health and 
Happiness Club, health show; Design for 
Living, inspirational; Layman’s Call To 
Prayer, religious; over 200 Westerns (come- 
dies, mysteries, and melodramas) . 


NBC FILM DIVISION 

Upcoming 

Crunch and Des, deep-sea fishing adventure 
drama, featuring Forrest Tucker, 39 epi- 
sodes, half hour. 

The Great Gildersleeve, family situation com- 
edy, featuring Willard Waterman, 39 epi- 
sodes, half hour. For release in fall. For 
market by market and regional sale. 
Current 

Adventures of the Falcon, government agent 
adventure; Badge 714 (Dragnet on net- 
work), police drama; Captured, crime ex- 
pose; Dangerous Assignment, adventure 
drama; His Honor, Homer Bell, situation 
comedy; Hopalong Cassidy, (A and B 
series), Western adventure; Hopalong Cas- 
sidy, (one hour), Western adventure; Inner 
Sanctum, mystery drama; Life of Riley, 
family situation comedy; The Lilli Palmer 
Show, interviews with famous persons; Para- 





BUILD A 


STRONGER 


AMERICA 








Professional 16mm Sound-On-Film Motion 
Picture Cameras for Television Newsreels, 
Commercials and Kinescope Recording off 
the TV picture tube. Write for free catalog. 


BERNDT-BACH, Inc. 


983 No. Mansfield Ave., Hollywood 38, Calif. 
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gon Playhouse, classic and original drama; 
Steve Donovan, Western Marshal, Western 
adventure; Victory at Sea, sea history of 
World War Il; The Visitor, drama; Watch 
the World, current events. 


OFFICIAL FILMS, INC. 
Upcoming 

Sir Henry Morgan, costume adventure. For 
release in fall of 1956. For national sponsor- 
ship. 

Tangiers, African Coast adventure. 

The Adventures of Mr. Pastry, situation com- 
edy, featuring Richard Hearn. 

Adventures of Robin Hood, adventure, star- 
ring Richard Greene, 39 episodes, half hour. 
Starting in Sept. over CBS-Teievision, spon- 
sored by Johnson & Johnson and Wildroot 
Co. 

The Hunter, mystery, sold to Tafon Distribu- 
tors, Inc. for spotting in over 200 markets. 
Current 

The Adventures of the Scarlet Pimpernel, 
adventure; The Star and the Story, dramatic 
anthology; My Little Margie, comedy; Date- 
line Europe, (“Foreign Intrigue”), adven- 
ture-intrigue; Overseas Adventure (“Foreign 
Intrigue”), adventure-intrigue; Secret File, 
U.S.A., suspense-intrigue; My Hero, com- 
edy; Willy, comedy; This Is Your Music, 
musical; Trouble With Father, comedy; Col. 
March of Scotland Yard, mystery; Terry and 
the Pirates, adventure; Four Star Playhouse, 
varied drama. 


WALTER SCHWIMMER 
PRODUCTIONS, INC. 

Upcoming 

All-Star Golf, sports show, one hour. For 

release early 1956. 

Tijuana, mystery adventure, half hour. For 

release in spring of 1956. 

Jungle Adventure, mystery adventure, half 

hour. For reiease in fall of 1956. 

Current 

Eddy Arnold Time, pop and country musi- 

cal; Championship Bowling, sports. 


SCREEN GEMS, INC. 

Upcoming 

You Can’t Take It With You, situation com- 
edy, featuring Cecil Kellaway, George Givot 
and Barbara Britton, half hour. For release 
in fall. For national sale. 

Jungle Jim, outdoor action, featuring Johnny 
Weissmuller, 26 episodes, half hour. For 
release in fall of 1955. For national sale. 
Tales of the Texas Rangers, adventure 
drama, featuring Willard Parker, 26 epi- 
sodes, half hour. Sold to General Mills for 
release in fall. 

Circus Boy, adventure drama, half hour. For 
release in fall. For national sale. 

Tales of the Bengal Lancers, adventure 
drama, half hour. For release in fall. For 
national sale. 


Current 

Adventures of Rin Tin Tin, adventure; Cap- 
tain Midnight, adventure (Jet Jackson when 
sold in syndication); Celebrity Playhouse, 
dramatic anthology; Big Playback, sports; 
Father Knows Best, family comedy; Ford 


Theatre (All Star Theatre when sold in syn- 
dication), dramatic anthology; Damon Run- 
yon Theatre, comedy drama; Patti Page 
Show, songs; Top Plays of 1955, dramatic 
anthology. 


TELEVISION PROGRAMS OF 
AMERICA, INC. 
Upcoming 
Untitled series (working titl—Thunder), 
Western adventure, featuring Peter Graves, 
Anne Robinson and Bobby Diamo:d, 26 epi- 
sodes, half hour. Sold to General Foods for 
release in fall. 
The Count of Monte Cristo, costume adven- 
ture featuring George Dolenz and Faith 
Domergue, 39 episodes, half hour. For re- 
lease in fall. Undecided as to network or 
syndication sale. 
Lassie, adventure drama, featuring Lassie 
and Tommy Rettig, 39 episodes, half hour. 
To resume for Campbell Soup for release in 
fall. 
Tugboat Annie, adventure drama. Half hour. 
For release in fall. 
Current 
Science in Action, modern science drama; 
Edward Small Features, 27 features; Ramar 
of the Jungle, jungle adventure; Adventures 
of Ellery Queen, mystery adventure; Your 
Star Showcase, drama; Captain Gailant of 
the Foreign Legion, African adventure 
drama. 


TELEVISION SCREEN 
PRODUCTIONS, INC. 

Upcoming 

Adventures in Time and Space, adventure 

drama (partial animation), 13 episodes, 15 

minutes. One episode completed. For na- 

tional sale. 

Current 

Jim and Judy in Teleland, adventure. 


UNITED WORLD FILMS, INC. 
Current 

Animal Fin and Mischief, animal adventure; 
Baseball and Track, sports; Going Places, 
travel quiz; Great Moments On the Gridiron, 
football films; Headlines On Parade, news 
of the past and quiz; Sportscholar, sports 
highlights and quiz; Stranger Than Fiction, 
unusual hobbies, etc.; Traveler’s Diary, trav- 
elogue; Christmas Package, Christmas fea- 
ture package; Easter Carols, Easter music; 
Prince of Peace, the Christmas story; The 
(First Easter), the Easter 
story; Synagogue—The Passover Story, Sab- 


Resurrection 


bath services and story. 


ZIV TELEVISION PROGRAMS 
Upcoming 

Highway Patrol, adventure series, featuring 
Broderick Crawford, half hour. For release 
in fall. 

Current 

Meet Corliss Archer, family situation com- 
edy; I Led Three Lives, FBI adventure; 
Science Fiction Theatre, drama; Cisco Kid, 
Southwest adventure; Mr. District Attorney, 
city crime adventure; The Eddie Cantor 
Comedy Theatre, comedy; Favorite Story, 
drama. 
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--- the great new personality show on KPIX which 

... has increased San Francisco viewing by 15% and KPIX ratings for its daily 8:30 - 9:30 period by 44% 
in its first month... 

... outstrips all competition as a sales weapon through personality selling... 


...combines the mirth and magicianship of Sandy Spillman, the housewifely chatter of Faye Stewart, 
the singing of pretty Patti Pritchard, with guests and games, interviews and innovations, in San Francisco's 
liveliest, sellingest local TV origination. 


your Katz man for the whole 
story or telephone Lou Simon 
at KPIX — PRospect 6-5100 





NO NORTHERN CALIFORNIA SALES CAMPAIGN IS COMPLETE WITHOUT 










WESTINGHOUSE BROADCASTING COMPANY, INC, NarMar- wer ne 


KDKA « KDKA-TV, Pittsburgh 
WOWO, Fort Wayne 


KEX, Portland 
Represented by Free & Peters, Ine. 


KPIX, Saw Francisco 
SAN FRANCISCO, CALIFORNIA Represented by The Katz Agency 


Affiliated with CBS Television Network 
Represented by the Katz Agency 
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... the perfect family entertainment!” 


(The New York Times, August 16, 1947) 











The New York Times said it eight years ago, 
and it is just as true today in syndicated 
television as it was then of the motion picture 
version. On stage, in print, on the screen or 

on television... Life with Father is ‘‘perfect 
family entertainment.” And now, for the 

first time, it’s available to all stations for 
local-or regional sponsorship, on a syndicated 
basis... through CBS Television Film Sales. 
Probably the best-known dramatic property 
of modern times, Father needs no pearly- 
worded description. A few capsule statistics 
tell its story. It was the longest-running play 
in Broadway history, grossing close to 
$10,000,000 in 3,224 performances. The movie 
grossed another $6,250,000. The book sold 
more than 2,000,000 copies. And Life with 
Father on the CBS Television Network played 
to an average of more than 8,000,000 people 
per broadcast during the past season !* 
Starring Leon Ames and Lurene Tuttle, Life 
with Father is a prestige-packed syndicated 
film series suitable for almost any time period 
and any sponsor...in fact, the perfect vehicle 
for selling the families in your sales areas. 


Get details from... 


CBS Television Film Sales, Inc. 


*ARB viewers per set applied to NTI homes, October 1954 — April 1955. 


New York 
Chicago 

Los Angeles 
Detroit 

San Francisco 
Boston 

St. Louis 
Dallas 
Atlanta 

In Canada: 

S. W. Caldwell, 
Ltd., Toronto 











KDKA-TV’s Julian Drob 


HE best way to handle production, 

they feel at KDKA-TV Pittsburgh, 
is to put facilities under the charge 
of a man who knows staging. Their 
choice was Julian Drob, at the ripe 
age of 41 a fully-accredited student 
of the legitimate theatre, old school. 
He has used known techniques on new 
concepts until KDKA-TV now must cer- 
tainly stand unique for its speed and 
flexibility in daily operations. 

Drob, whose father before him 
worked on crews at leading Pittsburgh 
theatres, has a system. First, he be- 
lieves everything for television should 
be designed for more than one pur- 
pose. The trick pays dividends for 
KDKA-TV, a Westinghouse station, 
where Studio A measures only sixty 
feet square. 

Number two, Drob thinks on paper. 
He uses a large-scaled plan of the 
studio, with overlays of scenery and 
light riggings, to determine what is 
needed—and where. His knack of 
anticipating and pre-setting permits 
KDKA-TV to average an amazing 20 
shows daily from the single 60’ x 60’ 
studio. And the station turns out be- 
tween 120 and 130 live shows per 
week, an extremely heavy schedule. 

The production facilities director, 
who served in the Marines during the 
second world war, took a temporary 
job with the stage crew of a local 
theatre in 1945. “I still remember what 
was playing,” he relates. (It was 
Springtime in Brazil with Milton 
Berle, which cost $300,000 to produce, 
played in Pittsburgh two weeks and 
closed before reaching Broadway.) 
When Drob’s two-week’s paycheck was 


Putting 


production on 


wheels 


Pittsburgh station moves even 


its kitchen sink 


bigger than those he earned in a steel 
mill while attending the Univ. of Pitts- 
burgh, his mind was settled on his 
occupation. 

And he still adheres to one concept 
typical of the theatre, the use of hemp 
rigging and sandbags. His reason: 
They allow him to improvise with a 
minimum of trouble—and expense. 
The studio now has 56 sets of scenery 
battens, rigged with hemp and sand- 
bags. But Drob is not adverse to steel 
cable and metal counterweights; he 
has 34 battens rigged that way, mostly 
to hold the station’s heavy load of 
lights. 

Light-arrangement is Drob’s fourth 
key to the trick of locking up a pro- 
gram. As scenery is hoisted vertically 
for super-swift changes, so are the 
studio’s more than 200 lighting out- 
lets in constantly flexible arrangement. 
They are controlled from a_ large 
manually-operated patch panel board, 


plus a dimmer for smooth on-the-spot 
cues. 

Perhaps this expert’s most interest- 
ing device is putting everything pos- 
sible on wheels. All prop desks, for 
example, have their own rollers. And 
the studio’s baby grand is mounted on 
a “T” of heavy-angle iron which, with 
its large rubber-tired wheels, can easily 
be rolled in and out by one man. 

When something is too big to put 
on skates, Drob dissembles it into sec- 
tions for carting by dolly. For use on 
KDKA-TVs evening bowling show, a 
ball return—complete with rack and 
pedestal, bench and scorepad stand— 


-can be rolled into place in a matter 


of minutes. 

But the master’s masterpiece is the 
kitchen ‘set, replete with gas, electric 
and water supplies, as well as an oper- 
ating drain for its sink, an electric 
exhaust hood for its stove. With its 
array of floor and wall cabinets, dish- 


Dismantling a set is easy when even the sink is on wheels. 











































































washer, garbage disposal, refrigerator 
and the like, the set measures 261, 
feet in a straight line. Due to Drob’s 
planning, it can also be arranged into 
an “L”, “S” (complete with dining 
area), a “U” or into two parallel lines, 
simply because every piece is mobile. 

The complete set can be shifted 
from studio to prop room in “less 
than five minutes”, since, with one 
exception, all electric, water and drain 
connections can be disconnected with- 
out tools. (The exception, a gas valve, 
requires use of a wrench in order to 
meet a City of Pittsburgh ordinance.) 


Not Yet Satisfied 


A perfectionist, Drob still isn’t fully 
satisfied with the kitchen. He and his 
crews are currently installing several 
innovations, such as counter burners 
for the stove and a separate eye-level 
oven. 

Although he has been with KDKA-TV 
since 1951 (when it was wotv), Drob 
still feels tv production is a “constant 
challenge.” But the blockbuster of all, 
he recalls, fell last October when the 
station moved from the Chamber of 
Commerce building to its new location 
in the Gateway Center of downtown 
Pittsburgh. While he and his staff got 
their equipment moved without miss- 
ing a minute of airtime, or a single 
cue, Drob recalls rather solemnly, “It 
was like moving a hotel.” 





The third article | 


in the 


Television Age 
series of | 
product group success stories 
will be on | 


Banks and Building & Loan 


Asseciations 
in the 
September issue 
The article on Dairies and Dairy 
Products appears in this issue on 


page 42. The Bakery story was 
published in July. 
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Department Store Tries Tv 


Can department stores use tv? The H. P. Wasson Co., one of Indianapolis’ 
big three stores, and wrtv Bloomington say the answer is a loud yes. 

Here’s why: Wasson’s has a newly established toy department and youth 
center on its fifth floor, decided to build them up with a test tv campaign 
reinforced by full promotion. The 10-month venture started March 14 with 
ten 60-second spots weekly, placed around two NBC-TV programs, Ding 
Dong School and Home. 

First results, for a 20-inch trainer bicycle, were excellent. The item sold 
“like hot cakes,” with the volume reaching “hundreds” in three weeks. 

As a result, both station and store decided to take full advantage of the 
two Saturdays preceding Easter. wrtv cartoonist Les Satterthwaite (known 
to the kiddies simply as “Les”) and cowboy “Uncle Bob” Hardy, both 
of whom have daily tv programs, agreed to make Saturday personal appear- 
ances in the toy department. They extended invitations to “come see me” 
over the air, while Wassons promoted the occasion in its windows, weekend 
newspaper ads and in-store posters. 

Extra lures for the kiddies were free Faster egg candy, balloons (with the 
store name and wrtv’s call letters painted on), free merry-go-round rides 
and autographed pictures of the two tv celebrities. 

By 10 a.m. the first Saturday, more than 500 people had gone—by 
escalator—to the fifth floor department. (Two of six elevators had to be 
converted to express cars for the fifth floor.) Reporters and photographers 
from three local papers were drawn in by the crowds. The downstairs lunch- 
room was jammed, sold some 900 hamburgers. The store’s count at the end 
of the day indicated nearly 20,000 people had visited the new department. 


The second Saturday repeated the same success. The end record of 37,000 
visitors is reportedly more than Miss Frances of Ding Dong School drew in 
appearances in Boston and New York. 

What did it prove? As tape-recorded interviews indicated, most people 
made special trips to see the tv stars at Wassons. That meant, simply, that tv 
drew people to the store. 

Second, they came from all over—the city proper, its suburbs and nearby 
towns included in wrtv’s Indianapolis-Terre Haute-Bloomington market. 
Some 20,000 were reported as having come from outside Indianapolis proper. 
The point proved is that a department store can sell, not to an urban market 
only, but to the multi-city area that a television station serves. 

Third and most importantly, tv does build department store sales. Com- 
peting stores have now begun to feature the same items that Wassons does, 
even using the same prices in order to capitalize on the demand created by 
the tv spots. According to wrtv, there have also been instances in which 
the toy department became so busy that other stores cut their prices on the 
same items in an attempt to halt Wasson sales. (The store’s stepped-up 
trafic, by the way, includes competition’s buyers and executives.) 

Department tabs corroborated the pickup. The toy department made one- 
half of its anticipated month’s sales on the first special Saturday. Other 
sections of the fifth floor tripled their day’s quota. The lunchroom’s record 
business showed that the traffic was store-wide. Said Walter Wolf, president 
of H. P. Wasson & Co., “These were two of the finest days in the fifty years 
we've been in business.” 

Says wITv’s general manager Bob Lemon, “It shows this ‘tough nut 
called department stores can be cracked.” 
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Readers ask: 





What are the requirements for 


commercial copy ? 


(Margaret Gerz, manager of commer- 
cial requirements at NBC Spot Sales, 
has written a manual designed to help 
advertisers and agencies in preparing 
material for commercial announce- 
ments which go to tv stations around 
the country. The study will be pub- 
lished in mid-August. TELEVISION AGE 
has used material from the manual to 
reply to related questions from many 
readers.) 

In a 10-second ID, how long 
should the film run? 

It must not exceed 10 seconds. (This 
is exactly 15 ft. in 35 mm film and 
6 ft. in 16 mm film.) Note: After the 
10 seconds to be telecast, the picture 
should continue on freeze-frame for 
approximately five seconds. This is a 
necessary protective padding. 











How long should the sound 
track run in a 10-second ID? 

It must not exceed seven seconds. 
The seven-second sound track equals 
10 ft. eight frames in 35 mm film if 
the maximum length is used; four ft. 
eight frames in 16 mm film if the 
maximum length is used. The sound 
print should be printed in the follow- 
ing proportions: 

1. 1% sec. of silent picture 

2. 7 sec. of sound 
copy) 

3. 134 sec. of silent picture (station 
identification made by live an- 
nouncement over this). 

What about the lengths of live 

and transcribed copy? 

Live must not exceed eight seconds; 
for transcribed commercial copy the 
limit is seven seconds. 

Where are the station’s call let- 
ters and channel number placed? 

In the shared 10-second ID, which 
is what we have been talking about, 
the most generally preferred spot is 
the upper-right-hand quarter. This is 
required on every frame of a 10- 
second spot, whether it be slide, silent 
film or sound-on-film. 

What if a client prefers to use 
full screen for his. commercials? 

The full picture should consist of 
the commercial video. The station will 
attach its identification at the end of 
each commercial. This will be the pro- 
cedure on each 10-second spot, whether 
it be telop, slide, silent film or sound- 
on-film. 

If film is used: The picture to be 
telecast must not exceed 71, seconds. 
(This is exactly 10 ft. 14 frames in 


(commercial 


printed in the following proportions: 

1. 1% sec. of silent picture 

2. 6 seconds of sound (commercial 

copy) 

The remaining 234 seconds of the 
10-second full screen commercial con- 
sists exclusively of the station identi- 
fication both audio and video. 

Live copy: It must not exceed 614 
sec. 

Transcribed copy: It must not ex- 
ceed six seconds. 

What are the requirements for 
the 20-second film? 

The picture must not exceed 20 
seconds. (This is exactly 30 ft. in 35 
mm film and exactly 12 ft. in 16 mm 
film.) 

The sound track must not exceed 
18 sec. If maximum length is used, 
this equals 27 ft. in 35 mm film and 
10 ft. 32 frames in 16 mm film. 

The proportions are: 

1. 14% sec. of silent picture 

2. 18 sec. of sound 

3. 1% sec. of silent picture 

What are the requirements for 
the one-minute film? 

The picture must not exceed one 
minute. (This is exactly 90 ft. in 35 
mm film and 36 ft. in 16 mm film.) 
After the one minute to be telecast, 
the picture should continue on a 
freeze-frame for approximately five 
sec. Also, a standard Television Society 
Leader should be attached to the first 
frame of picture at the head of the 
film. 

The sound track must not exceed 
58 sec. (If maximum length is used, 
this equals 87 ft. in 35 mm film and 
34 ft. 32 frames in 16 mm film.) 

The proportions for the 58 sec. of 
sound are: 

1. 1% sec. of silent picture 

2. 58 sec. of sound 

3. Y% see. of silent picture 

What are the accepted time 
standards for advertising copy? 

The following table effectively an- 
swers this question: 


35 mm film and exactly 4 ft. 14 frames Length of Length of 
in 16 mm film.) program advertising message 
Audi a - (minutes) (min. & secs.) 
Effective September 28, 1955, KMBC-TV uaio specifications : Sound track News shows All other shows 
joins the astion’s most ~~ and fastest- | of commercial copy must not exceed (day & night) (Class“A”) (Other) 
growing television net the A i i . . 
Rpedeteing Company. _— a A Bn sy ng | six seconds. (If maximum ?ength is 5 1:00 1:00 1:15 
tails, consult your Free & Peters Colonel or: | used, six seconds of sound track equals 10 1:45 2:00 2:10 
es hate First Viee Presiden ‘ | nine ft. in 35 mm film and three ft. 15 2:15 2:30 3:00 
John Schilli j ; . Mer. : 
George Higgins, Vice Pres. & Sales Mer. 24 frames in 16 mm film. 30 3:00 4:15 
Mori Greiner, Director of Television The six seconds of sound should be 60 6:00 7:00 
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A progress report 


elevision has arrived in Puerto 

Rico. The island’s first station, 
WKAO-Tv San Juan is already a year 
and a half old. Its second outlet, 
waAPa-Tv San Juan has been on the 
air for a year, recently stepped up its 
power to 56.2 kw and opened new, ex- 
panded studios and facilities. The gov- 
ernment is building its own station, 
while private enterprise has been issued 
a CP in Mayaguez and applied for four 
more, there and in Caguas. 

But tv has not only arrived. It 
seems, on an island where the tourist 
business is on an important uptrend 
(it has increased some 220 per cent 
since 1950), that television is also the 
favorite guest. 

Says one local agency man who re- 
ceived his training in the United States, 
“When they went into this a year ago, 
I said, “You’re crazy’. But look at 
them now.” 

Within a brief year’s span, set satu- 
ration has climbed from only a few 
thousand to around 70,000. Islanders 
have been so hungry for tv, in fact, 
that some homes had sets a full year 
before stations were on the air. And 
now, within 12 short months, Puerto 
Rico already has more tv sets than it 
has telephones. 


Owning a tv set there, like owning 
a Cadillac in the United States, seems 
to be a badge of social merit. This 
thinking was partly prepared, of course, 


by radio. Puerto Ricans, like other 
Latin Americans, are great for radio, 
have supported some 22 stations in an 
area the size of Long Island. As in 
radio set sales, which were hitting the 
$l-million mark before tv, many of 
the video purchases are on time. But 
the expenditure is significant when one 
realizes even the poorest families pay, 
per week, as much to have a tv set as, 
by the month, they pay for a roof over 
their heads. 

In fact, a representative of the gov- 
ernment’s information bureau avers, 
“If I want to tell something to the 
people and get it across to them in a 
hurry, I'd choose a visual presenta- 
tion — that makes it television.” 

As for its sales impact, an adver- 
tising agency spokesman proudly tells 
this story: A men’s furnishing store 
advertised cowboy boots for children 
when the medium—and characters like 
Hopalong—were still novel. The store’s 
small stock was sold out in three days. 
But, reports the agency man with 
vigor, a repeat of the same commer- 
cial on Twelfth Night (an important 
children’s holiday on the island) 
cleaned out a heavily increased inven- 
tory. The store-owner has now become 
a tv regular. 

Television has gone so far as to 
create its own celebrities, locally and 
quickly. An American dancer who has 
appeared in the area several times and 





Puerto Rico’s 


economic development 
makes room-- 
and welcome -- 


for television 


now has her own tv show is followed 
on the streets by swarms of cheering 
youngsters. “I’ve decided it must be 
my blend hair,” she explains. 

But perhaps the most convincing 
argument about the importance — and 
attention — given to the medium in 
Puerto Rico is a simple business fact: 
Nearly a third of the local movie 
houses have closed down in the past 
year or so. Pictures, with admission 
as high as 85 cents, proved too expen- 
sive when a family can stay home to 
watch free tv. 

If television seems to have caused 
as much attention today as the arrival 
of Columbus in 1493 must have, it is 
necessary to look for reasons in the 
past as well as the present, for Puerto 
Rico is a curious combination of the 
old and the new. 


Steeped in Tradition 


Old world tradition is as stout in 
San Juan, the political as well as the 
tv capital of the island, as the 400- 
year-old Spanish bastions which even 
now guard the sea approaches to the 
old city. In what they called the “rich 
port,” Puerto Rico, the Spanish have 
left a social system replete with duenas 
who still steer—and speak for—their 
unmarried charges. The Spanish have 
left the traditions of majana — and 
mantilla, which San Juan’s colorful, 

(Continued on page 93) 
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Debonair Mr. 5* 


When anyone in the greater 
Rochester area sees “Mr. 5” on a 
letterhead, a printed ad or a tv 
screen they think of WHAM-TV. 
And when anyone in the adver- 
tising business sees the same top- 
hatted, monocled dandy in a trade 
paper or a station brochure he 
remembers the Rochester market. 

Within the short year since 
his rather hectic birth Mr. 5 has 
established 
himself to 
cut quite a 
figure in the 
industry. 

Mr. 5 was 
conceived to 
meet a need. 
WHAM-TV 
wanted a 
bright 
“trademark to identify the station 
visually” Walton Smith, publicity 
and promotion director, began 
toying with the idea of a little 
man who would incorporate the 
all-important channel number. 
After hours, driving to work, and 
during the insomniac, ulcerous 
hours of the night his thoughts 
crystallized into one identity. 

A friend, built like Mr. 5 by 5, 
the Planters’ peanut man and Es- 
quire’s bulging-eyed sugar daddy 
all contributed to Mr. 5’s make- 
up. A clever artist put Walt’s 
thoughts on paper and Mr. 5 
emerged — debonair, sprightly 
and distinctive. 

Today he graces every printed 
promotion of the station. 

He is used on the air at every 
break for station ID’s and pro- 
gram promotion. He is so well 
known in the Rochester area that 
it is not unusual for him to get 
mail addressed to “Mr. 5, Hum- 
boldt Street.” 

Best proof of all, perhaps, of 
the wide acquaintance of this 
ebullient character came a few 
weeks ago when an order for 
spots from a Chicago timebuyer 
stipulated that they appear on the 
“Mr. 5 station.” 





* One of a series. 
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Newsfront (Cont'd from 35) 


development of color tape which will 
provide a faster-than-film method of 
shooting b&w programs, as well as 
those in color (kines reproduce b&w 
only). Bing Crosby Enterprises, which 
have been working on a tape system 
for some months, and RCA, which has 
pushed color tape at the behest of 
Gen. David Sarnoff, both indicated 
recently that they'll have systems on 
the market within a year. Possible 
cost: $50,000 per machine. 

e And, on the basis of color pro- 
posals, the contested Channel 4, New 
Orleans, was recommended for wTPs, 
to be operated by the Times-Picayune, 
over Loyola University’s wwL. When 
the FCC examiner found the two ap- 
plicants about equal, WTPS won on 
programming plans that included 16 
hours of live color, 144 hours of color 
film and frequent inserts in b&w pro- 
grams. While New Orleans is already 
a color tv capital WDsU-TV was among 
the nation’s first to institute local, live 
originations in chroma—the decision 
had more than local importance. It 
seemed, indeed, an official endorse- 
ment of color’s health. 


BIG THINGS IN STORE. Perhaps the 
gasoline-oil industry wasn’t worried 
about a major drop in fuel consump- 
tion, but the American public promises 
to become an even greater stay-at- 
home this fall. The reason: tv pro- 
gramming. 

It begins to look as though no major 
entertainment event will occur with- 
out being covered by television and, 
in fact, many of the biggest events 
will be tv-exclusives. The range is 
tremendous, from the musical version 
of Pygmalion (scheduled to open on 
Broadway this fall and a tv_pos- 
sibility for CBS Television) to the 
Sadlers Welles Ballet; from NCAA 
football in color, to the opera, 
Madame Butterfly; from Jimmy Dur- 
ante (who'll be back three of every 
four weeks) to Lena Horne (who was 
being sought for a single 90-minute 
package, to be offered networks as a 
one-shot special by its independent 
producer). 

Just as tv’s major programming 
unit has become, unlike radio, of 90- 





minute, theatre-size, so have produc- 
tions become panoramic. For example, 
NBC’s vice president Thomas McAvity, 
a veteran producer who was respon- 
sible for radio’s first Bob Hope Show, 
announced what he called, “The great- 
est season in the history of any net- 
work:” 75 giant productions, plus 
regular shows, many in color. 


39 Spectaculars 

The list is topped by 39 “spectacu- 
lars” like The Skin of Our Teeth, 
starring Helen Hayes and Mary Mar- 
tin, after it finishes its limited Broad- 
way run. (Spectaculars also include 
Max Liebman Productions on Satur- 
days, Color Spread on Sundays and 
Producers’ Showcase on Mondays, all 
in staggered series.) Further, NBC 
will offer between 20 and 30 “‘tele- 
mentaries”, semi-documentary 
grams, of which one will be the filmed 
history of Communism in Russia, 
Nightmare in Red. There will be eight 
Hallmark of Fame dramas, produced 


pro- 


by Maurice Evans and probably start- 
ing with Alice in Wonderland; six 
NBC Operas, including specially com- 
missioned works, and holiday spec- 
tacles like Macy’s Thanksgiving Day 
parade. 

While NBC announced its plans, 
CBS Television, which has a new line- 
up of programming executives (TELE- 
VISION (AGE, July, 1955) was silently 
—if not secretly—in huddle. The net- 
work had earlier announced a full 
spate of color, however, including the 
hour-long Shower of Stars every fourth 
week, the 90-minute Ford Jubilee on 
a similar schedule, a weekly 90 min- 
utes of Omnibus, plus a minimum of 
two regular chroma shows a week. 
Meanwhile, CBS Television was glean- 
ing top ratings (a 79.4 share-of-au- 
dience according to Trendex) and 
wide publicity with its $64,000 Ques- 
tion. 

ABC-TV, delighted to list two re- 
gularly scheduled Walt Disney pro- 
grams weekly, pulled a 90-minute 
special of its own for the opening of 
the Disneyland amusement park on 
the west coast. And signs pointed to 
more special Disney shows to come, 
possibly a series of one-shots of single 
characters like Mickey Mouse. 

Obviously, tv programming this fall 
will provide something for everyone. 











Puerto Rico (Coned from 91) 


woman city manager still affects a 
modernized version of — and a pride 
in old world ethics and culture. 

Not the least among them is a love 
of dancing (eurrently the Mambo 
whose devotees keep San Juan night 
clubs open seven nights a week), a 
love of the theatrical (even the cour- 
teous meeting of two acquaintances 
can become a ceremony), a fondness 
for music (local intellectuals are proud 
of native compositions) and, of course, 
a firm admiration for color. Needless 
to say, this culture is tantamount to a 
thick red carpet rolled out for the 
entrance of television. 

And tv has taken full advantage of 
it. San Juan’s two operating stations 
deliver great amounts of theatre— 
dancing, music, ceremony, celebrity 
and — soon, they hope — color. Says 
another local advertising man, the ex- 
ecutive of a leading New York agency, 
“One local station has about half as 
much television in hours, but almost 
twice as much live programming as 
the CBS Television network.” 

Jose Ramon Quinones, president of 
WAPA-TV which is affiliated with Goar 
Mestre’s CMQ-TV network of Cuba, 
has announced that still more diversi- 
fied programming is forthcoming from 
the U.S. mainland, Cuba and Mexico. 
(Almost all programming is Spanish- 
language.) Meanwhile, set sales have 
already hit a healthy 6,000 per month. 

But as much as Puerto Rico today 
reflects the past, it is also acutely con- 
scious of the present and, importantly, 
the future. Since 1942, the island has 
been striding through an economic 
renaissance, “Operation Bootstrap,” an 
attempt to assure its capital as well 
as political strength by both the local 
and U.S. governments. 

The relationship today between the 
U.S. and Puerto Rico, according to 
Chester Bowles, “defies duplication and 
often even description.” Puerto Rico 
is neither U.S. colony, protectorate nor 
state. It has been described as a “com- 
monwealth within the United States” 
and, following our Constitutional “no 
taxation without representation,” is not 
subject to Federal taxes. Puerto Ricans 
are citizens of the United States. Yet 
they have their own constitution (rati- 
fied in 1952), their own governor and 

(Continued on page 100) 





Live Promotion 


Live, on-the-air promotional announcements introducing the audience 
to station personalities and calling attention to highlights of future pro- 
grams are now being used on a regular schedule by wrtz Philadelphia. 
Results of first experiments were so favorable that the station is now 
scheduling some sixty such live announcements each week. 

Taking advantage of ten- and twenty-second periods not sold to regular 
advertisers, the WPTz program and promotion departments have worked 
out what Edward Wallis, promotion-publicity manager of the Westinghouse 
station, describes as “promo- 
tions with action and person- 
ality to build sustained aud- 
ience interest.” 

“A promotional announce- 
ment,” Wallis feels, “must be 
an integral part of a televis- 
ion station’s programr-ing, 
with just as much imagina- 
tion, skill and work as is put 
behind a sponsored program 
or announcement.” 

With that in mind the pro- 
motions feature wPtz local 
personalities. They may talk 
about their own show, recom- 
mend a special NBC Spectacular or a regularly scheduled program. 

The station screens all motion picture features to determine if subject 
matter can be given a local “twist.” For a recent film, dealing with juvenile 
gangs, juvenile correction officers were invited for a private screening. 
Their comments were noted, written into script form; then officers were 
invited back to the studios to make a 20-second appearance telling viewers 
why they should see this particular film. 

For a promotion featuring Taylor Grant, newscaster, the studio is set 
up a half hour in advance with black backdrop and a globe sitting on a 
high black pedestal. Since this particular promotion depends on lighting, 
Grant, the director, and the ten-man crew arrives thirty minutes before 
air time. The viewer at home first sees a black screen with a tiny spot pin- 
pointing the globe. A second later another light picks up Grant, standing 
slightly downstage. He gives a news bulletin and invites the viewers to join 
him for his two evening newscasts. (The 7:25 p.m. news is sponsored by 
Piels Beer and the 11 p.m. show, by Esso.) 

Another “gimmick” is to roll a camera into the hallway and catch a 
shot of a personality, like Mary Wilson, home economist, getting off the 
elevator. The personality stops, chats with viewers about a WPTZ program 





and then goes on down the hall to the studio. 

Live announcements are staged when talent and crews are available. 
Cal Jones, wpTz executive producer, is supervisor. His careful scheduling 
enables the station to produce the spots without conflict with regular pro- 
grams or commercials. “We find that our crew and directors have time in 
their schedules to do these promotions and that they enjoy working on 
them,” he says. 

One problem encountered is the tendency to “try to tell too much in 
20 seconds,” Jones says. Careful blue pencilling is his answer. 

Big advantage in staging the promotions live, wPTz executives feel, 


“ 


is enabling viewers to meet favorite local personalities “off camera,” so to 
speak. One viewer wrote: “It was so nice to see Mary Wilson the other 


day outside her kitchen. Unconsciously, | had always pictured her there.” 
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TvB (Continued from page 41) 


drinks and beer (78 per cent), great 
users of television, followed closely by 
cigarettes (76 per cent), also a heavy 
spender in the medium. Other cate- 
gories with more than 50 per cent 
going to television included cereals, 
56 per cent; coffee and tea, 65 per 
cent; drugs and toiletries, 65 per cent; 
paper products, 51 per cent; pet foods, 
58 per cent; soaps and cleansers, 56 
per cent, and soups, 52 per cent. 

Typical of brand breakdowns was 
that for Campbell products: Of all 
units purchased, over 46 per cent were 
sorted into the television bin; 33 per 
cent, into the magazine bin; 7 per 
cent, into newspapers, and 14 per cent, 
into radio, 


Tv Effectiveness 


Altogether, the findings point up 
the effectiveness of television as an 
advertising medium and indicate that 
much of this effectiveness occurs sim- 
ply because the consumer is receptive 
to tv. The consumer is ready psycho- 
logically to be influenced by television. 

The commercial prestige factor of 
television impressed Dr. Dichter. “We 
feel,” he said, “that this may be an 
interesting first approach, through 
motivational techniques, to a_ better 
understanding of media. The study 
indicates that an evaluation exists not 
only among the experts, but that the 
American consumer, too, has learned 
to differentiate in his own value system 
between printed media and those of 
sight and sound. 
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“Since television impressed him, as 
our depth interviews have shown, as 
being more vivid, closer to his daily 
life and representing greater reality, 
he feels that this medium leaves him 
more susceptible to its messages. Thus, 
when asked to project feelings, the 
consumer credits television with 
greater pre-selling power. It is true 
this does not prove that television 
sells more goods. It does prove, how- 
ever, that the prestige—and mind you, 
the commercial prestige, not the snob 
prestige of television—is high.” 

In the depth interviews of every 
tenth shopper it became apparent that 
television was a more vivid medium 
to them because it tended to involve 
them more personally and emotionally 
than other media. 

For example, a 36-year-old house- 
wife with a family of four, talking 
about why she attributed her purchase 
of Kraft cheese to television, said, “I 
remember watching the tv program 
where they show how to make things. 
It’s rather late at night. It made us so 
hungry! I always buy it now. We 
tried it, it was good. I was thinking 
how good it looks on brown bread. 
It made my husband ask for it.” 


Explains Purchase 


A 35-year-old housewife with a 
family of ten explained her putting 
Rheingold beer in the tv bin as fol- 
“I was thinking of that ad—l 
think it’s on before the boxing pro- 
gram. I think of the man drinking it. 
Of course, I think of the ditty ad— 


even the baby sings it.” 


lows, 


A 20-year-old shopper who is un- 
married explained her choice of 
Hoffman’s Cup O’Gold by saying, 
“Hoffman company is a company of 
high standards and tv would be 
suited for this type of product.” 

Studying the depth interviews fur- 
ther to find the psychological basis on 
which the sorting decision was made 
brings out additional evidence of 
emotional involvement. 

The Dichter people found three 
kinds of bases were used: 

1. The decision made by inference 
or logic alone: “Well, I guess that 
(tv) would be the only place where 
it (Sani-Flush) could be 
strated.” 


demon- 


2. It may have been on general re- 
call that the product in question had 
actually been advertised over that 
“I never see it any other 
place but newspapers and magazines.” 

3. The recall may have been very 
specific, involving a specific personal- 
ity, theme, or advertising time in that 
medium: 


medium: 


“It just so happened I was 
viewing some program last night, and 
the announcer described the cereal as 
it might appeal to adults. I guess it 
just struck my fancy. So, when I saw 
I bought it. I guess I was 
struck by the fact that this was the 
first time I heard a commercial where 
a cereal was described for adults and 
not for children.” 


it now, 


Psychological Processes 


All of these psychological processes 
are different. The third, specific re- 
call, reflects the highest degree of 
involvement. Psychologists 
know that memory is highly selective. 
We remember specific sensory detail 


emotional 


of only those things we want to re- 
member and this fact is independent 
of mere—or more—exposure to ad- 
vertising. 

Classifying all the responses made 
according to the three physchological 
headings and knowing that the third 
reflects the highest degree of emotional 
involvement, the researchers found: 

Seventy-four per cent of all choices 
altributed to television and reported 
in the‘depth interviews were made by 
specific recall, representing the high- 
est degree of emotional involvement. 

Sixty-seven per cent of magazine 
sorts were made by specific recall. 

Forty-one per cent of newspaper 
sorts fell into this division. 

Thirty-nine per cent of radio sorts 
were made on this basis. 

Thus, television, by this method of 
analysis, as well, appears to be the 
most vivid and vital medium. 

Taking into consideration the actual 
results of the sorting process and the 
psychological study of the depth in- 
terviews, the conclusion that must be 
reached is that, since tv is such an 
important part of people’s lives, things 
a part of tv are also important. 

The advertiser on tv then, all other 
things being equal, basks in the halo 
which shines over the entire medium. 
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Potts (Continued from page 49) 


ies Corp. Its eastern division uses Ziv 
Television’s Cisco Kid in Kansas City, 
Omaha, Cincinnati, Des Moines, Grand 
Rapids, Chicago, Peoria, Springfield, 
Milwaukee, Buffalo, South Bend and 
intermediate markets. Its western divi- 
sion also makes good use of the pro- 
gram in many of the 10 California 
cities where it has plants. (The com- 
pany also has a Dolly Madison Cakes 
division with bakeries in Chicago, 
Kansas City, Cincinnati, Los Angeles, 
Jacksonville, Birmingham and Greens- 
boro.) 

And R. L. Nafziger, Interstate Baker- 
ies president, lays claim to being 
among the first to recognize the in- 
herently good entertainment of the 
Cisco series. A one-time user of radio’s 
Lone Ranger (along with such com- 
panies as Detroit’s Gordon’s Bakery 
for Silvercup bread), Nafziger had to 
look for another series when national 
rights to that program were sold to 
General Mills. 

The Cisco Kid, based on one of 


O. Henry’s lesser known stories, The | 


Caballero’s Way, was brought to him. 
He agreed to test the new radio series 
in Los Angeles, intelligently inserting 
a clause that gave him first refusal 
on its tv rights—if and when. Over 
the disagreement of some of his asso- 
ciates, Nafziger asserted, “It ll work 

. It's adventure for the youngsters, 
escape for the grownups.” 

And he was proved right. Within 
three weeks of its radio debut, the 
Cisco series was copping a larger au- 





Lords (Continued from page 50) 


or new industries that never existed be- 
fore, for Heaven’s sake keep television 
commercials away from women and 
vice versa! Because that’s what will 
happen every time — in Baghdad, Lon- 
don, or anywhere else, when you offer 
quality goods under conditions of free 
enterprise, full publicity, and a free 
choice for home-makers. 

But it really won’t be so bad in the 
end, you know. An Englishman’s house 
will still be his castle, but it’s going to 
be a lot more comfortable castle, full of 
all those appliances and things that 
ladies like so much. And not only the 
ladies, by Jove! 








dience than any other program Inter- 
state had sponsored, regardless of time 
on the air. 

About four years ago, Mr. Nafziger 
decided it was time to swing into tele- 
vision. He bought Hopalong Cassidy 
in six tv markets for a starter, then 
entered into negotiations regarding his 
claim to Cisco, too. The end of the 
story, as noted, is his company’s wide 
use of the film series. Interestingly, 
Nafziger ended up by helping to finance 
the television series—all 200 episodes 
of which have been shot in color. 

As with its leading client, all eyes 


at the Potts-Calkins & Holden tv-am 
department today are focused on color, 
and they are advising all television 
clients to give it “serious” considera- 
tion. “The bonus feature,” the agency 
feels, “is the preparation for the fu- 
ture.” 

And it seems clear, from the story 
of its accomplishment and organiza- 
tion, that the agency is alert to the 
future, for its clients as well as for its 
own further growth. Advertising-wise, 
“everything’s up to date in Kansas 
City,” especially J. R. Potts, Calkins & 
Holden. 
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Channel 4 - Little Rock - Arkansas 


Ba 
= Little Rock is 
== lééking up! 


Know why? Because that’s the way things are going. 


KARK-TV’s new tower is going up. Way up! Now 
abuilding and ready for operations by late Fall, it 
will be the tallest structure in Arkansas and one of 
the highest television towers in the South. 


KARK-TV’s power is going up, too. All the way. 
The combination of maximum power and the new high 
tower will mean snow-free coverage over 42% of the 
state, good coverage throughout all of Arkansas. 


The number of television homes reached by KARK-TV 
went up 9,000 homes between March and April, up to 
110,655 as of April 30th and still climbing fast. 


Market figures are going up. Little Rock, 
3 consistently on the “Sales Management” list of high 
spot cities, will soon have another million-and-a- 
half dollar monthly payroll with the opening of its 
A new SAC Air Force Base. 


KARK-TV's share of audience continues to go up... 
now 54% Monday thru Friday, 7:00 AM to midnight, 
according to the April Little Rock Pulse. 

It stands to reason that to “UP” sales 

results in Little Rock, you won't 


find a better station 
than KARK-TY. 


ETTopAY: NS 4 
ee 7 
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INTERMIXTURE PROBLEM. 
The most pressing problem before the 
FCC at this time—and one which is 
crying for solution—is the intermix- 
ture of uhf and vhf stations. What 
appears to be the obvious remedy, 
namely deintermixture on a selective 
basis, is not so easy for the commis- 
sioners to accept. While it has the 
blessing of such formidable supporters 
as CBS and ABC, in addition to most 
ultra-high stations, it is still a difficult 
pill to swallow. If deintermixture is 
sanctioned in one market a pattern is 
established and a chain reaction is set 
in force. It means shifting vhf chan- 
nels from one area to which they have 
been assigned, allocating them to an- 
other, taking them away from some- 
where else, and, in effect, changing a 
substantial part of the allocation plan. 
And after it’s all done, and the so- 
called uhf “islands” have been estab- 
lished, there’s a question of whether 
the objective of providing a nation- 
television service 


wide competitive 


has been really furthered. 

If the problem involved nothing 
more than the reshuffling of channels 
it would be comparatively simple. But 
it's far more complicated than that. 
For one thing, there are the economic 
injuries to be considered. Many ap- 
plicants have invested big stakes in 
contesting for vhf channels. Relying 
on the stability of the government’s 
commitments, the 
Sixth Report embracing the assign- 
ments for each market, they chose to 
pass up the available uhf channels 
and go after the vhf. After sweating 
our hearings, paying heavy legal fees, 


as embodied in 


hiring consultants and, in some cases, 
staffs for their proposed stations, they 
reach the point where the final de- 
cision is about to be issued. Then 
bang comes a proposal to keep out the 
v’s in order to save the u’s. Imagine 
the pressures on the Commission from 
these interests! 


Of course, whether somebody gets 
hurt in the process of deintermixing 
the channels is not supposed to in- 
fluence the Commission’s determina- 


tions. The ultra-high stations can 


Washington Memo 


show, as they did quite persuasively 
at oral arguments before the commis- 
sioners in June, that they have more 
to lose if new vhf stations invade their 
markets. They can cite the cold facts 
of uhf mortalities in the face of vhf 
competition, They can point to the 
public’s investment in converting sets. 


CAN UHF PROVIDE SERVICE? 
Then there’s the question of whether 
uhf can provide the needed service. If 
vhf stations are kept out in certain 
areas, what about the people in the 
fringe territory? Can uhf reach them? 

Another element in the situation is 
the effect of deintermixture on net- 
work competition. A strong supporter 
of proposals to deintermix is ABC 
which has found from experience that 
markets with only two vhf stations 
cannot support a uhf operation. So 
the consider its 
public responsibility to nurture as 


Commission must 


many networks as possible and assure 
choice of programs. 

The ramifications of the problem 
have set many minds to work to find 
a formula which will satisfy every- 
body and get the Commission, in a 
sense, off the hook. The approach is 
an engineering the vhf 
route: Squeeze more stations out of 
the 12 var channels. 

How can it be done? One way is 
through directionalizing the vhf 
signal, just as it is done by am. By 
utilizing the directional antenna it 
may well be possible to provide three 
or four vhf stations in most of the 


one, via 


intermixed markets without interfering 
with the coverage of exisiting vhf sta- 
tions. True, such stations would not 
have the full potential of the vhf but 
they would be at least as good as uhf, 
cost less to operate, and have no con- 
version problems. 


DIRECTIONAL PLAN NOT NEW. 
There’s nothing especially new in 


this. Nearly a year ago, when it be- © 


came apparent that the inquiry held 
by the Potter subcommittee of the 
Senate Interstate Commerce Commit- 
tee would bring little relief to the 

(Continued on page 98) 














August 1955, Television Age 97 








Ideas 
that mean 














money 


...in reprints from Television Age 


Invaluable research and reference data that can save you time and money in 
working out your television problems. 


Advertising Prospects: 
(0 2000 Timebuyers...A list of the men and women responsible for placing 


90% of the tv spot advertising in the United States................- $1.00 
0 Spot Outlook... Exclusive advertising-wide story of what’s happening this 
ee a) ee ee ee aes tod cee kipaecabels tenets eaga 50¢ 
0 Spot Report... Each month, 70 to 75 new spot campaigns, breaking, about to 
break, and in the advanced planning stage.............ssececeeeccees 25¢ 
0 Leading advertisers not in Television. ..............cccccccwcccccces 20¢ 
O Rich Rural Market... What farm buying power means to television..... 20¢ 
O) The Missing Giant... Why department stores are tv-shy, and what can be 
Ry Se ls Oe ey ee 20¢ 


Successful Advertising Campaigns: 

(0 General Mills, Ford Motor Company, Armour & Company, Kraft Foods, 
ee ee, OE ode. ccc cenccevedsenccensswaed each 20¢ 

Agency Profiles: 

Their organizations and philosophies, with emphasis on the media departments. 
0 BBDO, Leo Burnett, Compton Advertising, Bryan Houston Inc., Grey Adver- 
tising Agency, Kenyon & Eckhardt Inc., Lennen & Newell, Needham, 

PO .$65.540 KARE EECE COMES 0 hes 6b oye mbeeechenset over each 20¢ 
Television Films: 
How to Finance Film... Methods, criteria, and policies of major banks. .20¢ 


0 The Import of Transport ...The how and why of film distribution...... 20¢ 
0 What Price Film Commercials. ..The cost of a tv spot, in dollars and cents .20¢ 
(0 Film and Color... How the Syndicators are gearing for Color.......... 20¢ 
Color: 


0 Color in the Living Room...Prospects of bigger sets at lower prices... 
1 Tool Up for Color... 
Equipment manufacturers available with station needs ...............- 20¢ 


-20¢ 


0 Color for Advertisers... Color proves a magnet for television advertisers. .20¢ 
0) Color Pulls Customer Interest... Viewers reaction to color commercials. . .20¢ 
Rates and Ratings: 

i i 6 oc 6 ee cee seb eu 0c tcceedeckssbeesabes se Nececeeue 20¢ 
0 What Price Television... A survey of network and local rates.......... 20¢ 
0) TV Rate Picture... Timebuyers view rate card ills..............-ee0e- 20¢ 
Also: 

O Picture History of Television ... The pictorial story of a visual medium. .50¢ 
(0 Phe Fort Wayne Story... How television turns strangers into customers. .25¢ 
0 How Big is Television... In terms of money and meaning.............- 25¢ 
{) Eisenhower, TV President... .....cccccccccccccccccccccccccccccccses 50¢ 


0 The Typical TV Boss...Introducing a composite of all station managers. .25¢ 
00 Slot Machine TV...A station manager’s view of toll television........20¢ 


‘Take advantage of this wealth of source material 


Send your order to: Reader Service Department, 


Television Age 
444 Madison Ave., New York 22, N.Y. 


48 August 1955, Television Age 


| Wash. Memo 


(Continued from page 97) 


uhf forces, several ultra-high stations 
petitioned the FCC to allow directional 
v's in their markets. And only recently, 
as a result of uhf meetings held in 
Washington during the NARTB con- 
vention, the uhf industry Coordinat- 
ing Committee, submitted a proposal 
to the Commission to take the follow- 
ing action: 

“Immediately institute rule-making 
proceedings looking towards the 
amendment of its rules so as to au- 
thorize on a case-by-case basis, upon 
consideration of individual applica- 
tions 


therefore, the assignment of 
vhf stations at reduced mileage sepra- 
ations upon a showing that the public 
interest will be served thereby. More 
particularly, it is requested that 
stations be authorized in the vhf 
portion of the spectrum at reduced 
separations where it can be estab- 
lished: (a) that the utilization of di- 
rectional antennas or low power in the 
proposed operation would not result 
in more interference than would be 








caused at the heights, powers and 
separations presently authorized under 
the Commission’s rules and regula- 
tions; or (b) that if interference will 
be caused the need for the proposed 
service outweighs the need for the 
service which will be lost by reason of 
such interference.” 


PROMPTNESS NECESSARY. 
In offering this proposal, the Co- 
ordinating Committee stressed the im- 
portance of prompt 
“We are now presented with the cer- 
tainty,” it told the Commission, “that 
this nation’s television broadcast in- 
dustry will be reduced to a hard core 
of a handful of stations providing a 
limited number of local outlets and 
with a concentration of 
monopolistic control gravitating to the 
hands of a few rather than a tele- 
vision broadcast industry with the 
potential for a great number of sta- 
tions, owned and operated by many, 
providing a multiplicity of local out- 
lets and services. It is therefore ab- 
solutely compelling in the public in- 
terest that effective remedial action be 


(Continued on page 117) 


consideration. 


services, 
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Did you up periscope ? 


You certainly did—and you can surface now. And for all the hundreds of Advertising . 
Council campaigns you’ve launched since Pearl Harbor, you deservea WELL 
DONE. The results on just the four below show a clean sweep. For a group of 
volunteers—agency account men, writers, artists and media people—you are a-staunch 
crew. You have helped torpedo some of America’s pressing problems and brought the 
Ship of State through some rough waters. But the Ship is not in port yet, so stand by. 


i= 
= fi ENGINEERS 
is, Void A WANTED 
Encouraged all Americans to Explained how our American Warned people not to gamble Stimulated youngsters in 
attend church or synagogue of system of free enterprise grew with fire. Created Sparkyto high school to prepare for 


their choice by appealing to and how the U.S. standard of interest and educate children in rewarding careers in en- 
parents through their children. living became the highest. fire prevention. gineering and science. 


The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y. 
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Puerto Rico (Contd from 93) 


a Resident Commissioner in Washing- 
ton who has a seat, but no vote, in the 
House of Representatives. 

The alliance, of course, yields enor- 
mous economic advantage to the island- 
ers, and the current “in” party, the 
Popular Democrats, have won 65 per 
cent of the popular vote by reaffirming 
the U.S. tie. The Independence Party, 
which commands about 20 per cent 
of the ballots, urges gradual transition 
toward both political and economic 
freedom. The Statehood party, com- 
prised chiefly of the wealthier classes 
who have no particular gain from U.S. 
economic aid, wants to drop Federal 
financial help in order to pick up status 
as a full-fledged American state. (The 
Nationalist party, which attempted to 
assassinate Truman, has an estimated 
—w nevertheless violent—membership 


of only 300.) 
Middle-of-the-Road 


“We are neither radical nor con- 
servative,” says the island’s governor, 
Luis Munoz Marin, who has been re- 
elected every four years since 1944. 
“We are merely realistic.” While this 
realism has emphasized the island’s 
economic growth, it has not, by any 
means, been one-sided. About 50 cents 
of every Puerto Rican dollar is spent 
on U.S. goods. 

And with U.S. aid, the 2% million 
Puerto Ricans have made some amaz- 
ing progress in the past decade: 

They have turned what was a sugar 
colony — “The curse of cane” — into 
an industrial society, winning some 
300 American “expansion plants” (no 
run-aways allowed). These manufac- 
turers get 100-per-cent tax freedom 
during their first ten years, govern- 
ment loans and similar encouragement. 

They include Rico Electronics, sub- 
sidiary of the National Video Corp. 
of Chicago and manufacturer of elec- 
tronic guns for tv tubes. One of their 
major customers is the Crosley Corp., 
Batavia, Ill. 

Another is a Puerto Rican subsidiary 
of Sylvania Products whose first plant, 
a mica fabricating facility, was estab- 
lished in 1951. Since then, two more 
plants, one of which makes radio re- 
ceiving tubes, have been started there 
by Sylvania. 
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Others include subsidiaries or divi- 
sions of Textron, Inc. (cotton and 
nylon fabrics) , Frawley Manufacturing 
(Paper-Mate pens) and Hickok Manu- 
facturing (belts). And recently Lau- 
rence S. Rockefeller announced plans 
and contracts for a $2-million beach 
resort 20 miles west of San Juan. 

Puerto Rico has also increased its 
purchasing power 400 per cent since 
1940 to a record national income of 
$1 billion. That gives it the second 
highest per capita income in Latin 
America (Venezuela is first), makes 
its purchasing power comparable to 
that in The Netherlands. 

The government has spent a third 
of its funds on education, now has 
two-thirds of its youth in school and 
has lowered illiteracy notably among 
the elders. Sociologically speaking, this 
has been a remarkable achievement. 

Besides improving its industrial out- 
put, the island has aiso upped housing 
conditions, improved public utilities, 
attracted new financial facilities and 
developed transportation. Its recently- 
opened airport, by the way, is the 
busiest in the Carribean, handles an 
average of 81 flights a day. 

And the government’s medical-hy- 
giene program has cut the death rate 
to 7.5 per thousand — lower than that 
for the United States. 

Nevertheless, Puerto Rico still has 
tremendous problems. The island is 
small (only about 100 miles long), 
lacks many natural resources and is 
densely populated. While the death 
rate has been lowered, the birth rate 
still soars. (To match Puerto Rico’s 
population density, the United States 
would have to contain all the people 
in the world.) That means some 20,000 
new workers are added to the labor 
market annually, and, currently, one 
in seven remains unemployed. 


Many in New York 


Many Puerto Ricans have emigrated 
to the United States so that there are 
almost as many in New York (400.- 
000) as in San Juan (500,000). 
But the islanders have attacked this 
problem themselves by dispersing emi- 
gres to places like Utah and Michi- 
gan, and by discouraging emigration 
through improved conditions at home. 
As a result, the migration has been 


slashed sharply from a 60,000 total in 
1953 to 20,000 last year. 

But perhaps the most important note 
about the island is that its leaders seem 
aware of their problems and are facing 
up to them. The Puerto Ricans seem 
to be working on all solutions, vary 
as they may, from a multi-million- 
dollar, U.S. government loan to the 
arrival of a new tv program. As the 
gracious and bi-lingually persuasive 
lady mayor of San Juan, Felissa 
Rincon de Gautier, explains, “We are 
doing great effort.” 





Top Executive 


John Cunningham (Cunning- 
ham & Walsh) is a tough and 
conditioned city man whose con- 
tinuous compulsions with occa- 
sional and expensive pleasures 
mirrors the daily lives of thou- 
sands of other New York execu- 
tives. (“How Top Executives 
Live,” Fortune, July.) Cunning- 
ham, 57, leaves his home in 
Riverdale, N. Y., at 8:15 in his 
Cadillac Eldorado and, according 
to his own description, drives 
“wildly” into the city, threads his 
way through the morning chaos 
of Madison Ave., parks his car in 
a garage and arrives at his adver- 
tising office thoroughly stimu- 
lated. He lives in a vast house 
built ‘shortly after the turn of the 
century. He owns considerable 
other real estate, including, since 
1946, a house in Bermuda. Not 
many men possess so many fa- 
cilities for pleasure. The Cun- 
ninghams, who are childless, 
manage to enjoy their Bermuda 
home on Thanksgiving weekends. 
Otherwise they have stayed in 
the place once, and for only two 
weeks. He keeps a small schooner 
off Cape Cod, but he has never 
been aboard her for more than 
a week-end. He plays golf but 
only for business reasons (“too 
slew”). He does enjoy tennis. 
“What’s tragic about me,” he 
confides, “is that I have all this 
equipment and desire for play— 
but I love this other woman, this 
agency.” 





















Market Watches. The stock market 
in July climbed to new peaks and then 
milled around at points just under 
the peak. Whether this hesitation, 
backing and filling, is caused by fears 
of an “outbreak of peace” that would 
cause a temporary decline of income 
for companies engaged in defense 
business or merely represented a 
breathing spell is a subject of incon- 
clusive debate that may be resolved 
swiftly. 

But if the general security market 
was indecisive it was not true of many 
television securities. The most notable 
performer to continue bounding ahead 
despite the general market slowdown 
was American Broadcasting-Para- 
mount Theatres. This hybrid theatre 
and tv company has jumped over 10 
points since the beginning of the year. 
That’s a small gain by comparison 
with some of the other market se- 
curities but percentagewise it means 
the market value of the company in- 
creased by one-third in seven months. 


Six-Month Earnings 


In the six months ended June 30, 
1955 AB-Paramount reported earnings 
of $3,355,000 or 77 cents per share 
compared with $1,754,000 or 37 cents 
per share in the first half of 1954. 
That’s a substantial improvement in 
a company’s earning income and it’s 
even more interesting to the video in- 
it is realized that tele- 
vision is responsible for a major part 
of the profit gain. 

Loss Last Year. A year ago the tv 
division of the company was being 


vestor when 


operated at an annual loss of $1 mil- 
lion. The big problem for ABC was 
to sign up enough sponsors at prices 
that would cover the company’s fixed 
costs, the basic one being $7 million 
in cable charges. 

In 1954 ABC’s billings totaled $34,- 
500,000. But 
period the company’s time billings top 
$58,500,000. That turnabout reflects 
two main developments. The first, 
which was pointed out in a discussion 
of ABC’s status in these columns 
several months ago, that ABC is fall- 


in the current fiscal 


Wall Street Report 





ing heir to sponsors who want pre- 
mium network time but could not get 
it because the other two networks, 
NBC and CBS, had sold out their 
choice time. Thus the crowding of 
customers for the tv medium prac- 
tically forced ABC into the status of 
a major rival network to the old- 
timers. 

The other development is, of course, 
the use of filmed tv shows produced 
by major Hollywood companies. The 
Walt Disney show brought ABC a fol- 
lowing virtually overnight it had been 
working fiercely to get for months. 
Now it has snared Warner Brothers 
and Metro-Goldwyn-Mayer to fall in 
line with Disney. That’s a powerful 
package to present to a public that is 
hungry for improved screen fare on 
the household set. 

The backbone of ABC’s growth has 

been provided by the 600-odd theatres 
which United Paramount owned when 
the merger took place. These theatres 
had a revival in receipts at almost 
precisely the right time to help fin- 
ance the undertaking of the ABC re- 
do. 
Sign Up New Sponsors. At present 
it would appear that there are still a 
number of sponsors who would be 
good candidates for ABC’s network 
time. The network signed up 31 new 
sponsors and 18 old ones for a total 
of 49 for the coming season. 

In 1954 the company earned $1.11 
per share and paid a dividend of $1. 
At present the expectations are that 
for 1955 the AB-Paramount earnings 
should be in the range of $1.75 per 
share to which ABC would contribute 
25 cents to 50 cents per share. If the 
company’s 1956 position is considered 
the outlook is even more promising. 
Between now and September the com- 
pany will conclude the sale of ap- 
proximately 30 theatres to comply 
with the consent decree. These capital 
gains are not taken into account in 
forecasting earnings for the year. Un- 
doubtedly that money will be put to 
work within the company’s corporate 
structure. 

Now the company is launched on 
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two or three additional projects. It 
owns a 35% interest in Walt Disney’s 
wonderland for kiddies. It is con- 
jectural whether this type of operation 
will result in any important profits to 
the company but as a publicity medium 
for centering attention on Disney 
films—and indirectly on the network 
—it will be very valuable. It has also 
ventured into the recording business. 
This can be a very profitable opera- 
tion. It certainly has been for some 
of the other record companies. But 
it is a sharply competitive field. It 
will be some time before any sub- 
stantial profits can be expected from 
records. 

Invested in Microwave. ABC 


invested in Microwave Associates a 


also 


year ago as a move to get its feet wet 
in the electronic industry. It is much 
tell the of 


some assurance that 


too early to potential 
Microwave but 
it holds great promise is seen in the 
move by Western Union early this 
year in acquiring a substantial in- 
terest in the same company. The fact 
that Walter P. Marshall of Western 
Union is also on the board of AB- 
Paramount may indicate that he saw 
the future promise of this operation and 
decided it was worth investing in for 
his company. 

Although it is not strictly a tv in- 
vestment there’s no doubt that Walt 
Disney’s stock has been soaring due 


(Continued on page 102) 
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Wall St. (Cont'd from page 101) 


to its ventures which are closely 
allied with those of AB-Paramount. 
The stock is now selling in the $50 
price range—a climb of over 12 points 
in the last month. On the basis of past 
performance Disney’s stock has risen 
sensationally. In the past ten years it 
has rarely sold above $22 per share— 
and even then the price was stimulated 
by expectation of sale of old cartoons 
to television. 

It is obvious that the success of his 
tv programs plus the coming Mickey 
Mouse Club, the opening of Disney- 
land and the success of 20,000 
Leagues Under The Sea and Davy 
Crockett are important money-making 
factors in the promising future. But 
the stock is tightly held by the Disney 
family (holding 54% of the outstand- 
ing shares) and to date the company 
has no record of dividend payments 
that would justify any stockholder ex- 
pectations of fat dividend declarations 
in the near future. 

Thus the rise of the stock’s price 
reflects public anticipation of a golden 


-+«for your next social 
function, select a setting 
that pays tribute to your 
preference for the finest. 


BANQUETS MEETINGS 
WEDDINGS 
RECEPTIONS PARTIES 


A selection of ballrooms 
unmatched for magnifi- 
cence to accommodate 
groupsof any size up to500. 
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egg produced by movie-land’s Donald 
Duck. It undoubtedly is true that the 
egg will be produced but whether it 
will be ever seen by the public is 
problematical. 

As evidence of the booming outlook 
for AB-Paramount five executives of 
the company exercised their option 
right during June for 95,000 shares 
of the company’s stock. 

Leonard H. Goldenson, president 
exercised an option on 50,000 shares, 
increasing his direct holdings to 2,450 
shares. Walter W. Gross, vice pres- 
ident, Robert M. Weitman, vice-pres- 
ident and Edward L. Hyman all 
exercised their options for 12,500 
shares each while John Balaban, a 
director acquired 7,500 shares via 
option. 

In 1953 when the merger took place 
E. J. Noble acquired approximately 
9.2% of the 3,967,000 shares of the 
merged company’s common stock and 
62% of the newly issued preferred 
stock totaling 608,000 shares. 

Today Mr. Noble personally owns 
but 8,900 shares of the AB-Paramount 
common while the rest representing ap- 
proximately 8.4% of the 4,119,500 
shares outstanding has been given to 
the E. J. Noble Foundation. He owns 
50% of the 524,000 shares of preferred 
stock still outstanding. 

At the time of the merger ABC com- 
mon shareholders received 15/38ths of 











Hig-Low Last 
Stock 1955 Quote* 
ADMIRAL 30%4-21% 23% 
AM. BD. PAR. 314%4-22% 32 
AVCO 814- 6% 7% 
CBS 32 -26% 28% 
DU MONT 17-13% 1536 
EMERSON 1634-1334 14% 
GENERAL ELECTRIC 564-4614 52% 
HOFFMAN 3136-23 23% 
MAGNAVOX 37%4-23 34 
MOTOROLA 6034-4414 53 
PHILCO 4336-35% 42 
RCA 5536-36% 50% 
RAYTHEON 25%4-18 21% 
STORER BROADCASTING 2914-2514 25%4 
SYLVANIA 49%-41 48 
WESTINGHOUSE 8314-64536 6614 
ZENITH 134 -86 125% 
* As of the close, July 25, 1955 
Over-the-Counter Stocks 
Bid-Asked** 
CONSOLIDATED TV 20 -21% 
GUILD FILMS 3%- 4% 
OFFICIAL FILMS 33%%- 3% 


** As of the close, July 25, 1955 








a share of the merged company com- 
mon and 36/100 of the merged com- 
pany preferred for each share of the 
common of ABC they owned. 


Official Earnings. Official films noti- 
fied stockholders that it expected sales 
and earnings for the fiscal year ending 
June 30, 1955 to be greater than the 
$317,172 the company earned in the 
1954 fiscal period. Moreover, Harold L. 
Hackett, president, contends the com- 
pany’s earnings in the first quarter of 
the new fiscal year, the September 30 
period, will be greater than for the 
whole 1955 fiscal year. That would 
represent a substantial increase in Of- 
ficial’s earnings and pave the way for 
some strong gains in the price of the 
stock. 

Storer Broadcasting Co., now listed 
on the New York Stock Exchange con- 
tinues to show strength. Following the 
increase in the dividend to 35 cents 
quarterly, George Storer reports that 
four banks voluntarily reduced inter- 
est on their loans to Storer in an 
amount that equaled $352,000 per 
year. This amount was passed on 
promptly to common shareholders. The 
company’s first quarter earnings were 
$1.44 per share. which indicates there 
will be no trouble maintaining the 
$1.40 per share dividend rate. 

Meanwhile Paul V. Galvin, president 
of Motorola, Inc. said his company’s 
volume. should hit a record of $225,- 
000,000 this year compared with $205 
million last year. According to the most 
recent Fortune survey Motorola ranked 
156th in a list of the nation’s 500 larg- 
est U. S. Industrial Corporations. The 
predicted 1955 volume would have 
jumped it well up the list. The TV- 
Electronic field was well represented in 
the list with twenty-two firms in the 
top 500. 

The rank was as follows: G.E. (4), 
Westinghouse (13), Western Electric 
(15), Radio Corp. of America (23), 
Bendix Aviation (46), Avco (83), 
Philco (85), Sylvania (106), Admiral 
(143), Motorola (156), Raytheon 
(178), Zenith (224), General Preci- 
sion (250), DuMont (311), Collins 
Radio (316), Emerson (345), Stand- 
ard (371), Stromberg (411), Magna- 
vox (413), Clevite (433), Mallory 
(459), Arvin (474). 











Dairies (Conrad from page 43) 


report nine-tenths of the campaign’s 
success was due to television. The 
Cloverleaf tv contract has just been 
renewed for the fifth year. 

Carnation Co., large canned and 
powdered milk producer, used Burns 
and Allen on CBS Television in 1954 
at a cost of around $1 million and 
the NCAA Football Huddle on ABC- 
TV. So far this year the company has 
continued Burns and Allen (8-8:30 
».m.. alternate Mons.) on CBS Tele- 





The Hyde Park Dairy of Wichita, Kan. 
signs up for the third straight year of 
Hopalong Cassidy with Ktvu Hutchin- 
son. Let{ to right: Herb Curnutt, exec. 
v.p. Hyde Park Dairy; Cassidy, Paul 
Lago of Lago & Whitehead agency 
Dallier, 


and Ernie sales 


KTVH. 


manager 


vision and is using spots on Today 
(7-9 a.m., Mon.-Fri.) on NBC-TV. 

The firm and its subsidiaries are big 
users of spot television, buying 104 
stations to promote Carnation Instant 
Milk during the first quarter of 1955 
and using 30 other stations for canned 
and fresh milk promotion during the 
same period. 

An example of the type of spot 
being placed by branch plants is at 
Corpus Christi where the Carnation 
Fresh Milk outlet has been using tele- 
vision since 1954 on Kvpo-Tv. On 
alternate weeks they sponsor the 30- 
minute, live local program Choose 
Your Pet. On the program, children. 
who have picked up an application 
blank at a Carnation outlet and have 
secured their parents’ approval, are 
presented with pets donated by the 
public and the humane society. Success 
of the program has been so great that 
the firm may sponsor weekly. 

The Borden Co. used around $2 mil- 


lion in network television in 1954, 
mostly for its instant coffee but partly 
for its milk products, too. 

This year Borden dairy products are 
sponsoring Way of the World (4-4:15 
p-m., Mon.-Wed.-Fri.) on NBC-TV. 
Instant coffee and dairy products are 
being promoted on Justice (8:30-9 
p-m., Thurs.) on NBC-TV. The Gary 
Moore Show (10-10:15 a.m., Fri.) is 
sponsored on CBS Television by 
Borden Instant Coffee and Starlac. 

Borden and its subsidiaries use a 
great deal of television spot. During 
the first quarter, 65 stations were 
used for various products. Typical of 
the Borden spot programs are the 
following: 

The Lubbock, Tex., branch of the 
Borden Co. started a television sched- 
ule of announcements shortly after 
KDUB-TV went on the air in 1952. 
William Pittman is the Borden man- 
ager, and advertising is handled 
through Tracey Locke, Dallas. The 
present schedule calls for eight ID’s 
per week. The complete line of Borden 
dairy products is advertised. 

The Zanesville, Ohio, Borden plant 
has been using television placed 
on a local basis since wH1z-Tv Zanes- 
ville went on the air in 1953. First the 
firm tried spot announcements but cur- 
rently is sponsoring Jet Jackson, Screen 
Gems’ half-hour package, on an alter- 
nate-week basis. The Zanesville Bor- 
den’s management feels tv is a good 
medium for their products and plans 
to continue its use. 

The American Dairy Association 
uses tv on a network basis to promote 
its entire line. In 1954 the firm spent 
nearly $1 million for the Bob Crosby 
Show on CBS Television and spon- 
sored Disneyland on ABC-TV from the 
time the program went on the air. This 
year they are continuing with both 
Bob Crosby (3:30-4 p.m., Thurs.) and 
Disneyland (7:30-8:30, alt. Weds.). 
The American Dairy Association is 
also a user of television spots in 
selected markets. 

Another national dairy and food 
products firm not now using network 
television is Beatrice Foods Co., Chi- 
cago. National advertising budget for 
all media is $3 million, with Foote, 
Cone & Belding acting as the national 
agency. Branch plants of Beatrice ar- 


(Continued on page 104) 
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On September 15, Joe starts 
operation of Station KDLO- 
TV, opening up an entire 
new market for your TV 
message. For the first time 
you can blanket the eager 
market massed in the great 
Aberdeen - Watertown - 
Huron triangle, with trans- 
mitter strategically located 
at Florence, South Dakota. 
KDLO-TV is a proud, power- 
ful, interconnected compan- 
ion of KELO-TV, Sioux Falls. 
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Dairies (Cont'd from page 103) 


range their own regional advertising, 
many favoring spot television as a 
sales producer. In the first quarter of 
1955, Beatrice Foods campaigns were 
carried on more than 30 television 
stations. 

A typical program is that at 
Topeka, Kan., where wipw-tv has been 
used since 1953. The schedule at pres- 
ent calls for two 5-minute weather 
shows and a 15-minute Bud Wilkinson 
sports show, Sports for the Family, 
each week. According to Lee A. Chris- 
tian, Topeka branch advertising man- 
ager, a special cottage cheese offer in 
Topeka last summer with an aluminum 
tumbler premium, brought excellent 
results. The plant in Manhattan, Kan.. 
50 miles west of Topeka, did not get 
a notification of the special, and a 
stream of calls from dealers after the 
first offer was ample proof of the 
campaign’s effectiveness. 

A flavor-of-the-morth campaign and 
a special sherbet offered in a plastic 
carton were also promoted successfully 
through television. In 1955 the dairy 
is spending more money in television 
than in any previous year. 


Zanesville Dairy 


Another Foods  subsid- 
iary, Irvin Meadowgold Dairy, Zanes- 
ville, Ohio, began using WHIz-TV when 
the station went on the air in 1953. 
Mr. Harry Irvin is manager, Mr. Tom 
Wharton, sales manager. Currently the 


Beatrice 


dairy is using a minute announcement 
in a live local program, Here’s Father, 
on Wednesday and Friday, and a min- 
ute participating spot on Caesar's 
Hour, NBC-TV network co-op show. 

Beatrice Foods is also using the 
Sports for the Family 15 minutes on 
KHJ-TV and KNxT Los Angeles; KKTV 
Colorado Springs; KLz-tv Denver; 
WMAL-TV Washington; wnBQ Chicago; 
wtvp Decatur, Ill.; wrvo Rockford, 
Ill.; wmMar-tv Baltimore; KFEQ-TV St. 
Joseph, Mo.; KrFsB-tv Great Falls, 
Mont.; KOLN-TV Lincoln; wWwuHiz-TV 
Zanesville; Kwtv Oklahoma City; 
KoTv Tulsa; wsm-tv Nashville and 
KSL-TV Salt Lake City. Other spot tv 
is being used in Pennsylvania, Ohio, 
Indiana, lowa and Nebraska, with new 
contracts being placed occasionally. 
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Zeebo the clown with one of his fa- 
mous Zeebograms which help make 
the Pure Milk show on KcEN-TV Waco 
a top-rater with small fry. 


Another big dairy which markets 
products in the south and western 
United States through television is 
Foremost Dairies. User of spot tele- 
vision on 24 stations in the first quar- 
ter of 1955, Foremost has placed both 
programs and announcements. A re- 
cently completed teen-age promotion 
in the Ft. Worth-Dallas area proved 
successful for the dairy. 

@ The North Texas teen-age talent 
show, Teen-Time, was telecast every 
Saturday afternoon on wBAP-Tv Fort 
Worth and kpus-tv Lubbock. The am- 
ateur program was set in a typical drug 
store with Pat Boone acting as “host 
for Foremost” and soda dispenser. 
Singing, dancing and novelty acts by 
teen-agers competing for prizes tied in 
with an extensive Foremost Dairies 
promotion and merchandising cam- 
paign. Many of the prizes used on the 
show were secured by advertising plugs 
on the program. The dairy reported 
numerous new route additions which 
were traced directly to interest in the 
program. 

Fairmont Foods, dairy products and 
food distributor, is using television 
participations in a number of markets, 
including stations in Nebraska, Wis- 
consin, Ohio, Texas, lowa, Ohio, Okla- 
homa and New York. The company 
has had considerable 
premium offers. 


success with 


A great number of other large re- 
gional dairies with distribution limited 
to two or three markets or to one large 
metropolitan area use television on a 
regional or local basis. There are also 
an even greater number of smaller 
dairies, usually with a small distribu- 
tion area and a correspondingly small 
advertising budget, which are finding 


tv is their most productive advertising 
method. 

Examples of successful use of tele- 
vision by both types of dairies are 
included in the following alphabetical 
listing. 

@ Alfar Creamery Co., West Palm Beach, 
Fla., since Jan. 1, has been sponsoring Kidd’s 
Treasure Chest (6-7 p.m., Mon.-Sat.) on 
WEAT-TvV West Palm Beach. The program, 
featuring Capt. Bill Kidd as emcee, consists 
of cartoons, comedies and western movies. 
Captain Kidd is daily host to a group of 
children who receive gifts of toys, candy, 
membership cards and sponsor’s products. 
Once a month a party is given for more 
than a hundred children. More than 3,500 
children are now members of the Captain 
Billy Kidd Club. The dairy feels the pro- 
gram is directly responsible for gains in 
sales in the area. 

@ Bell Ice Cream and Milk Co., Lubbock, 
Texas, first used tv shortly after KDUB-TV 
Lubbock went on the air in November, 1952. 
A large share of the total budget has been 
devoted to television since that time. Earl 
Collins is manager of the plant: John 
Lowrey, advertising manager. The dairy par- 
ticipates in the KpuB-tv Children’s Theatre, 
(4:15-6 p.m., Mon.-Fri.). Format of the 
program includes songs and interviews by 
Jack Huddle, a 10-minute Cartoon Time, 
live, with Dirk West doing the drawings, 
an additional 5 minutes of film and a 30- 
minute western. A singing jingle used with 
early television commercials caught the pub- 
lic fancy to such an extent that “nearly 
every kid in town” was singing the Bell 
Milk Song, according to advertising manager 
Lowrey. Bell Ice Cream has enjoyed a tre- 
mendous growth during the past two years 
and much of this success is credited to 
television. A letter to KpuB-tv from the 
sponsor says: “It might interest you to know 
that we consider our advertising results 
from your efforts at KDUB-TV more effective 
than all our other media combined.” In 
addition to KDUB-TV the station uses an- 
nouncements on KCBD-TV. Plans are to ex- 
pand the television schedule. 


Spots on WEAT-TV 


@ Boutwell Dairy, West Palm Beach, Fla., 
is using a series of spot announcements 
directed toward the adult audience on WEAT- 
tv West Palm Beach, Fla. The spots demon- 
strate the use of the dairy’s products and 
are proving effective, according to the 
spensor. 

@ Cabell’s Inc. of Dallas, producers of 
dairy foods and specialties and operaters 
of their own drive-in grocery stores called 
Minut-Markets, has found that television 
pays off in Texas. For two years now they 
have had the 9:30-10 p.m. spot Wednesdays 
on WFAA-TV Dallas. They started with George 
Raft’s I Am the Law, continued through 
Dangerous Assignment with Brian Donlevy, 
and now use Waterfront with Preston Foster. 
Commercials are live and varied. James H. 











Susong of the advertising agency of the 
same name, which handles the account for 
Cabell’s, says, “Thank goodness we usually 
avoid the standard sequence that opens with 
a shot of the announcer, cuts to the prod- 
ucts and comes back to the announcer.” All 
of the film shows have been selected for their 
fast action, good production and upper- 
middle class appeal. The real pay-off comes 
in increased sales, with a test period during 
the Dangerous Assignment run showing ice 
cream sales up 20 per cent. A survey to 
establish brand preference by the Dallas 
Morning News showed Cabell’s the most 
popular ice cream with 30.4 per cent of 
buyer preference—equal to the next four 
brands combined. 


Tv Used in Maine 


@ Dairy Council of Maine, using the 
money furnished by the Maine milk tax 
which, by law, is used to promote milk con- 
sumption in the state, is using three one- 
minute commercials per week on WGAN-TV 
Portland and on wasi-tv Bangor. In addi- 
tion, they have two half-hour programs on 
wcsH-Tv Portland. Simonds, Payson Co., 
Portland, is the agency. One of the pro- 
grams, Mobile, Your World on a String 
(5:30-6 p.m., Sun.) features Jonathan Karas, 
professor in the physics department of the 
University of New Hampshire, who explains 
modern scientific marvels in simple terms. 
He is aided by a mechanical robot, Sir Otto 
Matic. Among topics discussed to date are 
the mechanics of television and sound, the 
destructive nature of hurricanes, the prob- 
lems of the blind and the speed of jet 
aircraft. Interest in the show has been 
intense throughout the state. One viewer 
wrote in, “If this show goes off the air, 
I'll shift back to beer.” Over a thousand 
viewers correctly solved a mathematical brain 
teaser and received a combination key chain- 
pencil sharpener. Most convincing was the 
increase in milk sales in Maine in 1954 of 
1,300,000 quarts. 

The other half hour on wcsH every mon- 
day night is a teen-age talent show, aimed 
at the younger audience. It was the idea 
of Miss Olga M. Lemke, wes program 
director, who saw the need of reaching this 
age group. Its success is indicated by the 
mail count for the last half-hour show, which 
totalled 6,258. 

@ Dothan Ice Cream Co 
before television 
through _point-of-purchase 
premiums, 


., Dothan, Ala., 
promoted its products 
gimmicks and 
with a relatively small amount 
of newspaper and radio to back it up. In 
July, 1954, they began using the MCA 
package, Rocky Jones, Space Ranger on 
WEAR-TV The station built an 
elaborate space ship control room. A local 


announcer, dressed in a space ranger suit 


Pensacola. 


and known as Captain Supreme, delivers 


commercials. A space ranger club 
formed in which membership required mail- 
ing in the top from a half-gallon of ice 
cream and 25 cents. Membership cards, 
wings, buttons, shirts and other premiums 


(Continued on page 106) 
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TV time buyers like you prefer WBEN-TV because of the 
production quality they've learned 
pioneer station. On the air since 1948, WBEN-TV is — 
by far — Buffalo's oldest TV outle 
long years of experience in giving commercials meticulous 
handling by a crew of production experts who have been 
with WBEN-TV since it’s beginning. 


to expect from this 


t. This means seven 


These skilled crews take each commercial smoothly over 
the rough spots — from sound to lighting, from camera 


to CONSTANT control room shading, 


quality treatment that only experie 
specialists can produce. 


The result is a 
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Dairies (Cont'd from page 105) 


were used as inducements to join. The club 
has attracted more than 15,000 members in 
five months. 

To back up this program the ice cream 
company used a five-minute sports show 
during late summer of 1954 and participat- 
ing spots on an afternoon woman’s program 
on wWEAR-TV, Tea Time. The Rocky Jones 
show was also carried on wJDM-TV Panama 
City. 

A plan of promoting a different flavor every 
month was adopted. This was so successful 
on tv that the dairy has increased its sales 
by nearly 50 per cent, according to J. W. 
Parkman, Jr., president, and J. C. Adkinson, 
general manager. Advertising is placed di- 
rect by the firm. (It is this company that 
sometimes hesitates to name a special flavor 
because dealers often can’t keep up with 
the demand.) With the expiration of the 
thirty-ninth episode of Rocky Jones, the 
dairy is planning to begin the Screen Gems 
series, Jet Jackson. 

@ Farmer's Cooperative Dairy, Hazelton, 
Pa., has used newspaper, radio, direct mail 
and point-of-display advertising as well as 
television. First use of tv was two years ago 
on wesRE-TV Wilkes-Barre when spot an- 
nouncements were tried. At present the firm 
is using announcements up to three times 
a week on WBRE-TV and participations on a 
half-hour program on WILK-tv Wilkes-Barre. 
One of the more notable success records was 
achieved on WBRE-TV in a pre-Christmas pro- 
motion for cottage cheese. A small children’s 
record of Christmas carols was attached to 
each package, boosting sales of cottage 
cheese to a seasonal high. General manager 
Astelford is planning to use participations 
on half-hour programs on both Wilkes-Barre 
stations, starting in September. 

@ Greiner Dairy Co., Zanesville, Ohio, 
founded in 1894 by the father of the present 
operator, Eugene Greiner, was a long-time 
newspaper and radio user. The firm has just 
renewed its first one-year contract on WHIZz- 
tv Zanesville, which will take more than 
half of its annual advertising budget. During 
its first year on tv the firm used three one- 





Cordelia Kelly with her What’s Cook- 
ing Today on wrMy-tTv Greensboro is 
being used successfully as an adver- 
, tising medium by Guilford Dairy of 
Greensboro. 
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minute participations on a weekly children’s 
show, Popcorn Playhouse. The new contract 
calls for participations on Superman, Wild 
Bill Hickock and Cisco Kid. The change was 
made because the dairy felt the three shows 
would appeal to adults as well as children. 
A test of television pull in an offer of 
thermo-glass tumblers full of cottage cheese 
was so successful that it was necessary to 
re-order the tumblers twice. 

@ Grocers Co-op Dairy, Grand Rapids, 
Mich., was founded in 1946 by the Inde- 
pendent Grocers of Grand Rapids who still 
own and operate the company. Norman- 
Navan Advertising of Grand Rapids handles 
the account. Spots are used on WOOD-TV 
Grand Rapids children’s programs including 
Buckaroo Rodeo, Jiffy Carnival, Westward 
Ho, Ho and Sagebrush Theatre. The sched- 
ule varies from three to five spots weekly. 
A cow-drawing contest conducted in 1954 
with a grand prize of a year’s supply of 
ice cream drew over 800 cow pictures, each 
accompanied by a Country Fresh label. 
George Cope, manager of Grocers Co-op 
says, “We have experienced a continuous 
increase in our sales of Country Fresh Ice 
Cream since we've been on television.” The 
dairy plans to continue is announcement 
campaign. 


Guilford Dairy on Tv 


@ Guilford Dairy Cooperative Assoc., 
Greensboro, N. C., has a total promotion 
budget of $60,000, nearly 25 per cent of 
which is spent for tv. The dairy has used 


wrMy-tv Greensboro since 1949. After try- . 


ing programs, the account has switched to 
spots on the wrMy-Tv cooking program, 
What's Cooking Today? The program, with 
dietitian Cordelia Kelly, appears 1-1:30 
p.m. Monday through Friday. As an experi- 
ment in pulling power the sponsor pro- 
moted a cottage cheese drive just before 
Easter, decorating the containers with Easter 
drawings and staging a contest for the most 
attractive Easter basket made from the con- 
tainers. Some 15,000 cottage cheese pack- 
ages were sold in the pre-Easter season in 
1953. The next year’s total was 25,000, a 
gain of 40 per cent. This year’s sales were 
31,000, another 20 per cent gain. Max Hovis, 
advertising manager, credits television with 
the biggest part of the sales increase. Be- 
cause of its record as a salesman, television 
is expected to get a larger share of the 
budget in 1956. 

@ Hyde Park Dairy, Wichita, Kan., re- 
cently signed for its third straight year of 
sponsorship of the Hopalong Cassidy one- 
hour weekly film show on KtvH Hutchinson, 
Kansas. Lago & Whitehead of Wichita is the 
agency. Spot announcements are carried live 
for the sponsor. 

@ Hygeia Milk Products Co., Harlingen, 
Texas, is operated by Harvey Richards and 
serviced by John Robert Meade Advertising. 
The dairy uses The Range Rider, 30-minute 
CBS Television package, with a local cow- 
boy personality doing the synopsis and com- 
mercials live. The same program is carried 





Jim DeLand emcee of Stars of To- 
morrow on WwWJ-Tv Detroit and a 
small guest have a glass of milk on the 
Halloween show for the Michigan Milk 
Producers Assn. of Detroit. 


on Kvpo-tv Corpus Christi and KGBT-TV 
Harlingen. 

@ Hutchinson Milk Marketing 
Hutchinson, Kan., is an association of locat 


Assn., 


dairies which sponsors a live children’s 
show, Hey Kids, once each week on KTVH 
Hutchinson. The show includes participation 
by children in the audience. Commercials are 
both live and on slides. The program has 
been “very effective” for the sponsors. 

@ Knolle Dairy Farms, Corpus Christi, 
Tex., is operated by the five Knolle brothers. 
They market a complete line of fresh milk 
products and ice cream, using radio, news- 
paper, point-of-sale, direct mail and samples 
as well as tv. They first began using tele- 
vision in August 1954 with a live, 30-minute 
western studio show Monday, Wednesday 
and Friday on Kvpo-tv Corpus Christi. Chil- 
dren are invited to the studio to take part 
in the program. In seven months more than 
10,000 have become members of the Ranch 
Hand Club by sending in 10 pictures of the 
cow on the Knolle Dairy Farms milk carton. 
About $1,500 a month is spent on the show. 
Advertising manager Henry Nix of Knolle 
is highly pleased with results. 

@ Metzger’s Dairy, San Antonio, uses a 
children’s half hour each Thursday after- 
noon on woal-tv San Antonio. The program, 
presided over by Art “Ol Sage” Dickson, 
features the Metzger’s Straightshooters Club. 
Each member holds a card certifying that 
he is “a good straightshooter” which is 
signed by “Ol Sage,” himself. The dairy also 
uses the Straightshooters Club and program 
in other advertising promotion featuring their 
products. 

@ Michigan Milk Producers 
Detroit, has 17,000 members in the state of 
Michigan and 13,000 in the Detroit Metro- 
politan area. Its member outlets deliver more 
than 2 million quarts of fluid milk daily in 
the Detroit area, alone. Founded 38 years ago 
as a cooperative, the Association functions 
through its elected board of directors and 
a paid secretary-manager and staff. 

The Association has advertised extensively 
to increase sales of fluid milk in the greater 
Detroit market. In addition to television, 
which took about 14 per cent of the budget 
for a 26-week schedule on wwj-tv Detroit, 
the Association spends about 20 per cent 


Assn., 
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Cedric Adams, top wcco-Ttv Minne- 
apolis personality has been newscaster 
for the Milk Foundation of the Twin 
Cities since they began using tv in 
1951. Miss Magill serves a prebroad- 
cast glass of milk. 


of its budget on radio, 22 per cent in news- 
papers and 26 per cent for outdoor. H. H. 
Shuart Co. is agency for the group. 

Stars of Tomorrow, a local live amateur 
talent program (7-7:30 p.m., Sat.) was se- 
lected by the Association in 1953 and has 
been used since that time on wwJ-Tv. The 
show is aimed toward young adults and its 
effectiveness is indicated by telephone calls 
which average more than a thousand per 
hour. Milk sales in the area have shown 
an increase of 6.5 per cent over a year ago. 
The sponsor says that the “purpose of whole- 
some, interesting entertainment with a par- 
ticipation element appealing to young adults 
and adults has been well attained.” The 
Association is considering other spot and 
sponsored programs. 


Milk Foundation Likes Tv 


@ Milk Foundation of the Twin Cities, 
Minneapolis, Minn., was founded in 1934 
by the cooperative milk marketing organ- 
ization of the dairy farmers of the area and 
the dealers or distributors who operate de- 
livery systems in Minneapolis and St. Paul. 
Basic joint advertising is to promote in- 
creased consumption of fresh, whole milk. 
The Foundation has never used anything but 
radio and television. Since 1951 the group 
has used a continuous news program on 
wcco-Tv with Cedric Adams as newscaster. 
About 75 per cent of the $90,000 budget is 
spent on the program. Advertising is handled 
by Mr. Robert Geiger, executive secretary 
of the Milk Foundation, and Ralph W. 
Hobbs of Ralph Hobbs Associates. 

Mr. Hobbs says, “There is no doubt but 
that this program will continue indefinitely. 
We no longer buy in 13-week segments, but 
simply renew our contract each year.” 

@ Plains Creamery Inc., Amarillo, Tex., 
was founded in 1935 and distributes all dairy 
products in general use. A. F. Madison is 
now president, and Ford Madison is adver- 
tising manager. There is no agency. The firm 
first used tv in April 1953 when they spon- 
sored a weathercast on KFDA Amarillo for a 
year. They are now using a 30-minute Mon- 
day through Friday film and live program, 
The Plainsman, a western show directed 
at children, which features the Plainsman 


and his sidekick, Bullum. They begin to 
tell western stories which are concluded on 
film. Children are invited to join a Plains- 
riders Club, which now has more than 8,000 
members, and are invited to the studio as 
guests of the Plainsman. Dialogue on the 
show promotes health habits and the Plains 
Creamery products. A recent promotion of 
Ranch Style Chocolate Milk, sold by the 
dairy, tripled sales of the product, a level 
which has continued since the active pro- 
motion was dropped. Advertising Manager 
Madison says, “The Plainsman is the most 
powerful selling tool we have ever used.” 

@ Plainview Dairies, Louisville, Ky., has 
been a continuous advertiser on WHAS-TV 
Louisville since March, 1951. One third of 
the firm’s advertising budget is spent by its 


agency, Frank I. Engler Adv., on three 
announcements per week on the WHAS-TV 
daily 4-5 p.m. kid show T-Bar-V. The pro- 
gram, beamed to youngsters from 4 to 12, 
also attracts their mothers, the chief target 
of the dairy. Format of the show includes 
a birthday party, western flavored songs, 
cartoon films, a film serial and a puppet 
show. Randy Atcher and Cactus emcee the 
show, injecting timely safety and health 
reminders into their daily patter. On Plain- 
view days the 25 children who attend each 
show get a bottle of Plainview Homogenized 
Vitamin D milk to drink. Route men follow 
up by calling at the homes of the youngsters 
attending the programs. 

Another novelty in the Plainview approach 


(Continued on page 108) 





at the end of each 13-week cycle. 


their stores. 


liaison. 


York-Lancaster-Harrisburg area. 





Food Store Package | 

It’s news when 300 food stores — plus the national and local food dis- 
tributors who help supply them — sign with a single station. The case in 
point: The Central Pennsylvania group of AG Food Stores, who started in 
mid-February to back the Star-Vu Quiz on wsBa-Tv York, Pa. 

But even bigger news is the way that wsBaA-Tv packaged the program, a 
merchandising lesson that any station would do well to follow. 

Form~t of the show is simple. It’s a cash and grocery giveaway with a 
number of daily winners receiving gifts up to a $10-value. These winners, 
in turn, are eligible for a progressive jack pot (it reached more than $1,500- 
worth of top-rated household appliances the first time around) that is given 


And their stores are used for almost every possible tie-in. In fact, the 
principle feature of the Star-Vu Quiz package is a full-time merchandising 
expert — hired by wsBa-Tv — to service the stores and sponsors’ products. 
He builds displays, distributes and installs a full gamut of promotion mate- 
rial, improves product location, makes monthly reports and acts as general 


Quite accurately, N. D. Zaharis, wsBa-Tv account executive who sold the 
package, calls it, “The biggest program-plus-merchandising package in the 


The results have proved worth the effort: The contests had drawn nearly 
6,000 entries two weeks before the first big jack pot — a better than 16 per 
cent return on distributed blanks. And, in the first six weeks of the show, 
WSBA-TV’s merchandising man opened 111 new accounts for sponsors’ prod- 
ucts in the 187 stores he calls on. (He improved product locations in another 
310 instances.) Meanwhile, the station has a waiting list of advertisers await- 
ing a vacancy on the show-wagon. (So far, none has occurred.) 

But most flattering of all, another wholesale grocery group has started a 
similar show on another station in the York area. 





The program’s merchandising, however, is complex. Contest entry blanks 
must be picked up at one of the AG Stores. Each entry must be accompanied 
by a label from a participating sponsor’s product. The daily grocery prizes 
must be called for at an AG Store by the winners. Further, the program’s 
set is a reproduction of an AG Food Store. The emcee, Jim Curtis, represents 
an AG merchant. The announcers who do the live commercials are dressed, 
with caps and aprons, as stock boys. 

To back the thorough format up, the station has slotted the program in 
the early evening, Monday-Friday, between two popular shows which insure 
a full-family audience. As part of the package, it also offered product demon- 
strations on its women’s cooking show and ID schedules for specific items. 
It teed the program off with an in-studio buffet dinner for AG merchants 
who were shown the program facilities and advance promotion material for 
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Mr. Daniels 
was willing to 


be bombed 


DMIRALS smiled when, in 1921, he 
NA claimed air power could sink battle- 
ships. Josephus Daniels, the Navy secre- 
tary, said he was “prepared to stand bare- 
headed on the deck of a battleship and let 
General Mitchell take a crack at me with 
bombing airplane.” 

But in an actual test, the most heavily 
armored dreadnaught ever built sank in 
minutes under the sledge-hammer blows 
of the world’s first l1-ton bombs— bombs 
built to Billy Mitchell’s order. 

In his early fight for a strong air 
force, Mitchell finally saw very dark days. 
Yet he never lost faith in the American 
people, nor they in him. For they recog- 
nized his clear foresight and fighting heart 
as part of the real American spirit. 

It is this courageous spirit that makes 
America strong—so strong, in fact, that 
our country’s Savings Bonds are regarded 
as one of the finest, safest investments in 


all the world. 


Why not take advantage of that 
strength? Use United States Savings 
Bonds to guard your future, and your 
country’s future. Invest in them regularly 
—and hold onto them. 


+ * * 


It’s actually easy to save money —when you 
buy United States Series E Savings Bonds 
through the automatic Payroll Savings Plan 
where you work! You just sign an application 
at your pay office; after that your saving is 
dene for you. And the Bonds you receive will 
pay you interest at the rate of 3% per year, 
compounded semiannually, for as long as 19 
years and 8 months! Sign up today! 


Safe as America—US. Savings Bonds 


© 


The U.S. Government does not pay for 
this advertisement. It is donated by 





this n pi with the 
Advertising Council and the Magazine 
Publishers of America 
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Dairies (Cont'd from page 107) 


is in Chester, the Plainview milk man, who 
appears on the show. An actual route man, 
Chester Fust takes part in every Plainview 
commercial, rolling in a little milk cart, 
greeting the youngsters and the 7-Bar-V’s 
stars. In the more than tour years he has 
been appearing on the shows, Chester, too, 
has become a star. The dairy reports that 
all of their route men are greeted with 
“Here’s Chester” by the kiddies on their 
routes. 

Mr. Engler is delighted at the institutional 
advertising Plainview has derived from 
T-Bar-V and enthusiastic over the constant 
list of prospects provided by the children 
who have attended the program and tried 
the product. He says, “Plainview’s advertis- 
ing on wzas-Ttv’s T7-Bar-V has been a 
profitable venture.” 


Use Live Program 
@ Pure Milk Co., Waco, Tex., has used 


newspaper, radio, point-of-purchase and bill- 
boards. The firm began using announcements 
as soon as tv arrived in Waco and also 
bought fifteen minutes three times a week 
of a live thirty-minute program on KCEN-TV 
Temple. This children’s program features an 
artist-clown, Zeebo, who draws Zebograms 
(pictures made from any scribble turned in 
by a child) and mystery drawings in which 
he takes a picture of a well-known object 
and makes it into something entirely dif- 
ferent. Syers, Pickle and Winn is the 
agency for the dairy with Ro Ordway, 
account executive and Bonner McLane, man- 
ager of the Waco branch. They allot around 
$950 a month to television, with approxi- 
mately the same amount going to newspapers. 
Pure Milk also uses two night-time 20-second 
films each week, showing Zeebo drinking 
milk on KCEN-TV and two spots weekly on 
KWTx-Tv Waco. 

During a promotion on chocolate milk, 
the effectiveness of the program was proved, 
not only by the fact that many children 
refused milk not identified with the big red 
check carton of Pure Milk, but by the fact 
that sales showed a tremendous increase. 
The agency and client are both pleased with 
the selling job of Zeebo and Bob Johnson, 
announcer for the program, and use both 
for personal appearances throughout the 
territory. 


Plans to Extend Budget 


@ Purvin Dairy Co., Wikes-Barre, Pa., has 
been using announcements twice a week 
on wBRE-TV Wilkes-Barre and plans to extend 
its tv budget in September. Advertising is 
handled by the Lynn Co. About 30 per cent 
of the total advertising budget is spent on tv. 

@ Steuber Dairy Co., Wausau, Wis., was 
founded in 1930 and has been a consistent 
advertiser throughout its history. After using 
direct mail, radio and newspapers, they 
began using television in 1954. At present 
the firm is spending around $12,000 yearly 





Randy Atcher, |. and “Cactus” Tom 
Brooks, r. with Chester, the Plainview 
Milk man sell Plainview’s homogen- 
ized, Vitamin D milk through T-BAR-V 
three days every week on WHAS-TV 
Louisville. 


to sponsor Rudy the Wrangler, half-hour 
weekly program on wsAu-tv Wausau. The 
company is planning to make further use 
of its tv tie-in by using Rudy on guest 
appearances in stores throughout the Wausau 
area. 

@ Wiseman Dairy Co., Crooksville, Ohio, 
is using one-minute participations on a live 
talent show on wuiz-tv Zanesville. Program 
features talent from the dairy’s home town. 





NBC Contest 


Incentive to NBC o&o’s to “in- 
terpret and further the American 
way of life” is offered in new 
six-month contest announced by 
Charles R. Denny, vice president 
of NBC-owned stations and NBC 
Spot Sales. The winning station 
will receive a leadership award 
for the best performance in the 
two p’s—public service and profit. 
The contest calls attention to the 
principal areas of public service 
as social welfare, civic, living to- 
gether, people at work, education 
and news. In the profits area sta- 
tions will be judged on general 
profit picture and improvement 
over a like period (July 4-Jan. 1) 
last year. A part of the award 
to the winning station will be a 
trip for the general manager and 
his wife to the major capitals of 
Europe, prizes worth $1,000 to 
be distributed by the general 
manager among his staff and a 
party to be attended by all station 
personnel. 

















TELEVISION AGE 


Report by Markets, 
August, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 


further 


information 
figures and their sources, 


regarding the 
contact the 


stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. 

In addition to set figures the two 
principal executives of each station are 


listed. 





Total 
Total 
Total 
Total 





commercial stations: 
markets: 
estimated b&w sets: 35,804,920 
estimated color sets: 


Totals 
420 
274 


20,318 








City 


Station vont Unf Color 





Birmingham 


Dothan 


Mobile 


Montgomery 


Mesa 
Phoenix 


Tucson 


Yuma 


Fort Smith 


Little Rock 


ALABAMA 
WABT 321,380 
Henry P. Johnston, p. & mng. d.; 
Charles F. Grisham, c. m. 

WBRC-TV 321,000 

J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, g. sls. m. 

WMSL-TV 8,436 

Frank Whisenant, m. & sls. 

witvy 22,360 

Mel Wheeler, v.p. & g.m.; F. 
Busby, exec. v.p. 

WALA-TV_ 128,700 

W. O. Pape, p.; H. K. Martin, 
exec. v.p 

WKRG- TVs Sept. ’5 

WwCcovVv-TV an 

Hugh M. Smith, ¢g. m. 
South, loc. sls. m. 

WSFA-TV 92,152 * 

Hoyt Andrea v.p. & st. m.; John 
C. Hughes, sis. m. 


m. 
E 


Morris 


ARIZONA 


KVAR (see Phoenix) 
KOOL-TV 124,120 ® 
Tom Chauncey, g. m.; William J 
Connelly, c. m. 
KPHO-TV 125,150 
Richard B. Rawls, ¢. 
Larson, c. m. 
KTVK 165,000 
Sean Dillon, st. m.; 
LaDow, c.m. 
KVAR 125,150 *— 
Richard O. Lewis, g. m.; E. W. 
(Bill) Harvey, c. m. 
KOPO-TV 10,162 
E. S. Mittendorf, ¢g. m.; 
Plunkett, ¢. m. 
KVOA-TV 46,850 
R. B. Williams, g. 
Harvey, c. m. 
KIVA 26,997 
Ray C. Smucker, 
Newland, sls. m. 


m.; CA 
200 
Burton B 


Paul 


m.; Bill 


g.m., Richard 


ARKANSAS 
KFSA-TV 36,604 
Weldon Stamps, g. m.; 
Hundley, sls. m. 
KARK-TV_ 110,655 
T. K. Barton, v.p. & g. m.: 
Bryant, ¢c. m. 


Roland 


Lee 











City 


Set Count: 


Station Uhtf Color 





Pine Bluff 


Texarkana 


Bakersfield 


Chico 


Eureka 


Fresno 


Los Angeles 


Sacramento 


Salinas 


San Diego 


San Francisco 


San Luis 
Obispo 


Santa 
Barbara 
Stockton 


Tulare 


Colorado 
Springs 


Denver 


KATV (see Pine Bluff) 
HH le —I11 Nov. ’55 
ATV 110,655 bd 
John H. Fugate, g¢. m.; Oscar 
Alagood, Little Rock sls. m. 
KCMC-TV (see Texarkana, Tex.- 
Ark.) 


CALIFORNIA 

KBAK-TV 

A. H. Constant, m. 

KERO-TV 152, 

Gene DeYoung, p. & g. m.; 
Barrett, tv. sls. m. 

KHSL-TV 67,010 

M. F. Woodling, st. m.; J. A. 
Pero, loc. sls. m. 

KIEM-TV 24,170 

William B. Smullin, 
H. Telford, st. m. 

KJEO 158,000 20 

Joseph Drilling, v.p. & bus. m.: 
W. O. Edholm, c. m. 

KMJ-TV 158,000 200 

Perry Nelson, m.: Wilson Lefler, 
sls. m. 

KABC-TYV 2,130,181 

Selig J. Seligman, g. m.; 
Rule, gen. sls. m. 

KCOP 2,130,181 

Jack Heintz, v.p. & g. m.; 
Barron, sls. m. 

KHJ-TV 2,130,181 

John T. Reynolds, g. m.; 
L. Wheeler. sls. m. 

KRCA 2,130,181 

Thomas C. McCray, g. m.; 
Parks, sls. m. 

KNXT 2,178,200 5814 
James T. Aubrey, Jr., g. m.; 
Robert D. Wood, gen. sls. m. 
KTLA 2,130,000 sol 
Klaus Landsberg, v.p. & g. m.; 

Robert Mohr, sls. m. 
KTTV 2,130,181 
Richard A. Moore, p. & g. m.; 
John R. Vrba, v.p. & sls. m. 
KBET-TV 319,650 
John H. Schacht, g. 
Kapel, c. m. 
KCCC-TV 
Ashley L. Robison, ex. v. p.:; 
J. Richards, v. p. chge. sls. 
KCRA-TV—3 Sept. °55 
KSBW-TV 492,371 
John Cohan, g. m.; 
Moore, sis. m. 
KFMB-TV 307,561 
George Whitney, g. m.; 


2,000 
John 


p.; Donald 


Elton 
Amos 


Howard 


James 


34 
m.; George J. 


165,000 


Graham H. 
65 
Bill Fox, 

g. sls. m. 

KFSD-TV 306,845 30 

William E. Goetze, g. m.; Jay 
Grill, sls. m 

KGO-TV_ 1,086,590 

James H. Connolly, v.p.; 
A. Francis, lcl. sls. m. 

KPIX 1,036,590 


Vincent 


355 


Philip G. Lasky, g. m.; Lou 
Simon, sls. m. 

KRON-TV 1,086,590 465 

Harold P. See, st. m.; Norman 
Louvau, sls. m. 

KSAN-TV 300,000 —_— 

Norman J. Patterson, g.m.; Bob 
Kane, sls. m. 

KVEC-TV 91,862 _— 

Les Hacker, g. m.; Mike Giar- 
ratano, asst. m. 

KEY-T 227,918 —_ 

Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. sls. m. 

KOVR-TV 1,103,920 _— 

Terry Hamilton Lee, ex. v.p. & 
g. m.; Frank G. King, g. sls. m. 

KVVG 175,000 _ 

Sheldon Anderson, g. m.: Bob 
Hill, sls. m. 
COLORADO 

KKTV 57,204 _ 


James R. Russell, p. & g. m. 
Robert D. Ellis, v.p. & nat. sls. 
KRDO-TV 40,000 


Harry W. Hoth. p., =: m. & sls. m. 

KBTV 299,762 

Joseph Herold, st. m.: E. L. Col- 
bourn, exec. sls. d. 





City 


Grand 
Junction 


Pueblo 


Bridgeport 


Hartford 


New Britain 


New Haven 


Waterbury 


Wilmington 


Color 


Station vht Unf 


KFEL-TV 299,762 
Gene O'Fallon, p. & g. m.; 
Bishop, dir. & c. m. 
KLZ-TV 299,820 
Hugh B. Terry, p. & ¢€. m.; 
Tipton, g. sis. m. 
KOA-TV 299,762 100 
Don Searle, exec. v.p. & ¢. m.:; Wil- 
liam F. MacCrystall, tv. sis. m. 
KFXJ-TV 13,217 —_— 
Rex G. Howell, p. & g. m.; E. 
Anson Thomas, exec. v.p. 
KOSJ-TV 56,281 
Russ Truesdell, st. m 
John Henry, sis. m 


Frank 


58 
Jack 


CONNECTICUT 
WICC-TV 72,340 
Philip Merryman, p. & ¢. m.; 

Manning Slater, sls. m. 
WGTH-TV 291,299 
Fred W. Wagenvoord, v.p. & 

g. m.: George H. Morris. sis. m 
WKNB-TV 28,169 *— 
Peter B. Kenney, v.p. & £€.m.; 

Erwin B. Needles sls. m. 
WNHC-TV 948,702 155 
Edward C. Obrist, m.; J. Vincent 

Callanan, sls. m. 

WATR-TV 215,400 
Samuel R. Elman, st. & c. m. 


DELAWARE 
WBEL-TV 2,051,000 
Robert R. Nelson, st. m 
Lau, c. m. 


Glen 


DISTRICT OF COLUMBIA 


Washington 


Daytona Beach 
Lauderdale 
Fort Myers 


Jacksonville 


Orlando 
Panama City 


Pensacola 


st. 
Petersburg 


Tampa 


WMAL-TV 600,000 
Frederick S. Houwink, 
J. Edwards, sis. m. 
WRC-TV 716,000 
Carleton D. Smith, v.p. 
Joseph Goodfellow, 
WTOP-TV 
George F. Hartford, v.p. chge. tv 
Robert A. J. Bordley, sis. m. 
WTTG 660,000 _ 
Leslie G. Arries, Jr., ¢. m 


g.m.; Neal 


150 


& ¢. m.; 
dir. of sls 


FLORIDA 





WESH-TV—2 Sept. °55 

WITV 176,000 — 

Arthur L. Gray, g. & nat. sls. m 

WINK-TV 14,311 _ 

J. Bauer, g. m.; Ken Parke, 

ec. m. 

WJHP-TV 81000 *— 

T. S. Gilchrist, Jr.. g. m.; Willard 
Fraker, sls. m 

WMBR-TV 4 — 10 

Glenn ~?—— all, p.: Charles M. 
Stone. v 

WOBS.-TV. 30 Fall ’S5 

WGBs-TV 134,760 —_ 

Noran E. Kersta mngd. & c.m 
TVd 331,400 65 

Lee Ruwitch, exec. v.p. & g&. m.; 
John S. Allen, v.p. & ¢g. sls. m 

WDBO-TV 98,415 a 

Harold P. Danforth, p., g. m. & 
sls. m. 

WIDM-TV 27,500 _ 

Harry C. Babb, st. m.; Byron Hay 
ford, sls. m. 

WEAR-TV 95,500 — 

Mel Wheeler, p. & g. m.: Milt de 
Reyna, Jr., asst. g. m. 

WPFA-TV 32,500 _ 

Charles W. Lamar Jr., p.: George 
Blanford, g. m. & natl. & loc. sls. 

WSUN-TV 173,474 —- 

Charles L. Kelly, g¢. m.; Bernard 
L. Kobres, sls. d 

WFLA-TV_ 185,000 50 

George W. Harvey, ¢. m.; William 
B. Faber, sls. m. 

WTVT 185,000 100 

W. Walter Tison, g¢.m. & c. m 


(Continxed on page 110) 


New Stations 


WNDU-TV 


gan July 15. 


(46) South Bend, Ind., be- 


Affiliate: NBC. 


Theodore 


M. Hesburg, pres. University of Notre 


Dame, owner. Meeker TV, Inc., rep. 


KRNT-TV 


gan July 31. 


be- 


(8) Des Moines, 
Affiliate: CBS. Gardner 


lowa, 


Cowles, pres. Register & Tribune Co., 


owner. The Katz Agency, Inc., rep. 
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Set Count (Cont'd from page 109) 


Station Vht Unf Color 





Albany 


Atlanta 


Augusta 


Columbus 


Savannah 


Thomasville 


Boise 


WIRK-TV 47,609 
Joseph S. Field, Jr.. p. & g. m.; 
Sherlee Barish, c. m. 


J. R. Meachem, p. & g. m.; Ed 
J. Hennessy, g. sls. m. 


GEORGIA 


WALB-TV 45,000 
James H. Gray, pD.: 
wagon, g. m. 
WAGA-TV 462,000 500 
Glenn Jackson, mng. d.; John W. 
Collins, Jr.. m. 
WLW-A 489,000 
Harry LeBrun, g. m.; Barney Ochs, 
nat. sls. m. 
WSB-TV 485,725 200 
John M. Outler, Jr., g. m.; Marcus 
Bartlett, st. m. 
WJIBF-TV 155,482 
Donald M. Kelly, Jr., 
WRDW-TV 144,600 
J. W. Hicks, g.m. 
WDAK-TV 136,959 
E. F. MacLeod, st. m.; Joe Wind- 


Tom Still- 


50 
v.p. & g. m. 
Ss 


sor. ¢. m. 

WRBL-TV 176,927 ‘_— 

Ridley — g. m.; George Jenkins, 
loc. ¢. 

WMAZ- Tv 96,284 

Wilton E. Cobb, g. m.; 
Crowther, c. m. 

WROM-TV 164 910 

Ed McKay, m.; Chas. Doss, c. m. 

WTOC-TV 

W. T. Knight, "Ir., Dp. & gs. m.: 
Ben Williams, c. m. 

WCTV—6 Summer '55 


8 a= 
Frank 


IDAHO 


KBOI 46.750 

Barl Glade, Jr., st. m.; 
Ganz, sis. m. 

KIDO-TV 41,900 

Walter E. Wagstaff, v.p. & g. m.: 
Barry Tucker, sls. m. 


George 








ROCK ISLAND @ MOLINE e EAST 
MOLINE, 


Y4 MILLION 


According to Sales Manage- 
ment’s Survey of Buying Power 
(May 10, 1955) the Quad-Cities 
now have 250,200 people with 
an Effective Buying Income of 
$5843 per family or $1794 per 
capita. Cover this rich 450 mil- 
lion dollar market with WHBF 
radio or TV—the Quad-Cities’ 
favorites. 


THE QUAD-CITIES 


ILL. @ DAVENPORT, IA. 


NOW 


PEOPLE 


CBS FOR THE 
2-Cr» 
i f, 


1owa 


s 








Qhad Cxhies favorite 


WHBF 


TELCO BUILDING, ROCK ISLAND 


ILLINOIS 
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City Station Vht Unt Color City Station Vht Unt Coler 
Idaho Falls KID-TV 38,821 KRNT-TV — 
Cc, = pom gs. m.; Claude Cain, Robert Dillon, g. m.; Paul Elliott, 
ec. m. 
Lewiston KLEW TV—3 Nov. *35 —_ 
ieifine ry = — | ee Oe, fe. ue 
Frank C. McIntyre, v.p. & g.m. Landes. sls. m. haan 
Mason City KGLO-TV 135,932 _ 
ILLINOIS Herbert R. Ohrt, ex. v.p. & & 
Bloomington WBLN-TV 113,242 _ Walter Rothschild, nat. as. ‘=. 
Je ry nae 2 g. m.; John Spahr, Sioux City KTIV 152,835 
Dietrich Dirks, p.; L. L. McCurnin. 
Champaign weiA 307,000 — sls. m. 
A. C. ware. p.; Guy Main, sls. m. KVTV 152,835 30 
Chicage WBBM-TV 2,237,900 1,000 Arthur J. Smith, res. m.; Donald 
Leslie Ailass, > & ¢. m.; D. Sullivan, adv. d. 
rge Ar 8, sis. m. Waterloo KWWL-TV 312,734 200 
WBKB __ 2,255,000 = R. J. McElroy, g. m.; Don E. 
Sterling C. Quinlan. v.p. Inman, sls. d. 
WGN-TV 2,180,000 . 
Frank P. Schreiber, g¢. m. Theo- 
dore Weber, sls. d. KANSAS 
WNBQ 2,270,000 e— Great Bend KCKT-TV 144,350 _ 
Jules Herbuveaux, g. m.; John M. Les Ware, g. m.:; Otis Cowan, 
it paxcry 50,000 —— 
Daaville wears: >. | Hutchinson KTVH 199,012 o— 
ae Tae, &. 0.3 SSB. Br (Wichita) Howard 0. Peterson, ¢. m.: E. W. 
Decatur WIve 165,000 — Dallier. sis. m. 
A Pittsburg KOAM-TV 123,447 — 
Shaun F. Murphy, st. m.; Dean R. E. Wade ae 
Bafford, acting c. m. b 5. S Oe. 
Harrisburg bg ge 34,692 _ Topeka WIBW-TV 453,914 11 
yx Turner, st. Ben Ludy, g. m.; Hilton Hodges, 
Peoria wi ™ 232 437 485 sls. m 
Fred ©. Mueller, g. m.; William Wichita KAKE-TV 226,560 _ 
J. Flynn, c. m Martin Umansky, g. m.: Donivan 
WTVH-TV 231,056 *— D. Waldron, nat. sls. m. 
Edward G. Smith, g. m.; John KEDD 160,968 asin 
Leslie, sls. m. Stanley Durwood, p. & g. m.; 
Quincy KHQA-TV 158,400 19 Dean Campbell, sls. m. 
Walter Rothschild, . m. & nat. 
sls. m.; Paul Millen, asst. nat. 
ain ta. KENTUCKY 
WGEM-TV 150,000 *— Henderson WEHT 86,891 25 
Joe a g. m.; James E. Cecil M. Sansbury, g.m.; Charles 
Mu C. Palmisano, sls. m. 
Rockford WREX-TV. 600 _ Lexington WLEX-TYV ——— — 
Joe Baisch, ¢.m.; Al Bilardello, Earl L. Boyles, ex. v.p. & gz. m.: 
wie sls. m. —_ Jim Pennock, sls. m. 
* oo Louisville WAVE-TV 466,671 29 
me er ony g.m.; Edward Nathan Lord, g. m.; Ralph Jack- 
—— son, ¢. m. 
Rock Island WHBF-TV 303,930 ; WHAS-TV 205,544 — 
Te TS ee To & Victor A. Sholis, d.; Albert J. 
als. d. . eg ‘. Gillen, sls. d. 
Springfield WICcs 03,580 a 
Milton D. Friedland. g. m.; War- LOUISIANA 
ren King, loc. sls. m. Alexandria KALB-TV 108,000 — 
Willard L. Cobb, g. m.; Marvin 
INDIANA Reuben, sls. m. 
Anderson WCBC-TV—61 August ’55 Baton Rouge WAFB-TV 82,000 _ 
Bloomington WTTV 653,534 Tom E. Gibbens, v.p. & gs. m.; 
Robert Lemon, g. m.; Norman Ron Litteral, sls. m. 
Cissna, asst. m. & sls. d. WBRZ 164,650 —_ 
Elkhart WSJV-TV 208,319 — J. Roy Dabadie, g. m. 
John F. Dille, Jr., p.; John J. Lake Charles KPLC-TV 66,781 
Keenan, c. m David Wilson, g. m.; Pelham Mills, 
Evansville WFIE-TV 97,121 a Jr., c. & opertns. m. 
Ted Nelson, g. m. & natl. sls. m.; KTAG-TV 62,167 —_ 
Jay Sondheim, loc. sls. m. William F. Hession, ¢. m.; 
— b+ a wears 5 et ¥ 1 Harper Clarke, asst. m. & sls. m. 
o ayne - A _— e _ 
Edward G. Thoms, v.p. & g. m.: Gumayette ay | gm og 
Carleton B. Evans, c. m. a Sia 
WIN-T (see Waterloo) Monroe KNOE-TV_ 231,500 _ 
Indianapolis WFBM- 250 Paul H. Goldman, v.p. & g. m.; 
William F. Kiley, g. m.: Don Jack Ansell, Jr., sls. & prom. m. 
Menke, c. m. | New Orleans WDSU-TV 336,316 160 
WISH-TV 665,000 125 =| Robert D. Swezey, ex. vp. & 
Robert B. McConnell, v.p.; Robert | g. m.; A. Louis Read, v.p. & 
F. Ohleyer, sls. m. | ec. m. 
Lafayette WFAM-TV 71,500 WIMR-TV 131,711 121 
O. E. Richardson, o. > P.; Herbert George A. Mayoral, exec. v.p. & 
Nelson, m. & sls. | g. m.; Paul Beville, sls. m. 
Muncie WLBC-TV 107,250 20 Shreveport KSLA 85,650 
W. F. Craig, v.p Don George, ¢. m.; Deane R. Flett, 
South Bend WSBT-TV 206,473 2 | nat. sls. m. 
Neal B. Welch, g. m.; Richard W. KTBS-TV—3 Sept. 1 °SS 
waa’ nat. sls. m. 
Bernard C. Barth, v.p. & g. m.; MAINE 
William Thomas Hamilton, sls. Bangor WABI-TV 103,000 _ 
m. Leon P. German, Jr., g¢. m.; Mil- 
Terre Haute WTHI-TV 154,000 _— ton Chapman. loc. sls. m. 
J. M. Higgins, g. m.: Ken Wil- W-TWO 79,000 _ 
liams, loc. & rgnl. sis. m Murray Carpenter, p. & treas.; 
Waterloo WIN-T 139,625 *— | Rudolph Marcoux, bus. m. 
Ben B. Baylor, Jr., v.p. & §. m.; | poland Spring WMTW 272,923 _ 
Robert C. Currie, Jr., prog. m. | John H. Norton, Jr., v.p. & g. m.: 
| Paul Tiemer, sls. m. 
IOWA Portland WCSH-TV 176,000 70 
Ames WOI-TV 315,600 _ Jack S. Atwood, tv st. m.; Bruce 
Richard B. Hull, g. m.; Robert C. C. McGorrill, c. m. 
Mulhall, opertns. m. WGAN-TV 189,635 100 
Cedar Rapids EKCRG-TV 288,600 — | Creighton E. Gatchell, vp. & 
Wade S. Patterson, g. & sls. m. g. m.; Richard E. Bates, sls. m. 
WMT-TV 270,800 1 
William B. Quarton, v.p. & g. m.; 4 Y 
Lewis Van Nostrand, g. sls. m. MARYLAKD 
Davenport WOC-TV 295,165 Baltimore WAAM 609 985 


Des Moines 


Ernest C. Sanders, resident m.; 
30 

vp. & res. m.; 

Harold W. Fulton, sls. m. 





Ken Carter, g. m.; Armand Grant, 
asst. g. m. & sls. 
WBAL-TV 609,985 
Leslie H. Peard, Jr., 
Cardall, bus. m. 


100 
sl. m.; F. W. 


















































City Station vht Unt Color City Station Vht Unt Color City Station Vhi Unf Color 
WMAR-TV 609,985 99 (Schenec- Thomas S. Murphy, ¢. m.; Harry 
E. &. -_ Jett. v.D.: Ernest A. Lang, ‘miseuni tady-Troy) L. Goldman, st. m. 
Cape KFVS-TV 119,420 —_ Binghamton WNBF-TV 336,420 20 
Salisbury whoo. TV 51,570 Girardeau Robert O. Hirsch, st. m.; Jack George R. Dunham, ¢. m.: Andrew 
J Ww. ‘i ain 3. Ramey, sls. m. G. Hubbell, tv. sls. m. 
ohn Downing, p.: 7 
Truitt, v.p., g. m. & c. m. Columbia KOMU-TV 98,613 = Bloomingdale WIRI 96,880 — 
bag ig —_— Jr., st. m.; John (Lake Placid) Carl F. Stohn, Sr., p. & &. m.; 
nwell, sis. m. Al La France, sls. m 
MASSACHUSETTS Hannibal KHQA-TV (see Quincy, Ill.) Buffalo WBEN-TV 471,167 200 
Adams WMGT cre _ Jefferson City KROG-TV 116,075 George R. Torge, st. m.; Nicholas 
(Pittsfield) William P. Betty C. Handy, p. & g. m. J. Malter, sis. m. 
Boston WBZ-TV 13183 346. Joplin KSWM-TV 91,558 12 WBUF-TV 170,000 _ 
W. C. Swartley, v.p. & g. m.; C. 3 Austin A. Harrison, p.; D. T. Gary L. Cohen, ex. v.p.;: Bob 
Masse, sls. m. Knight, loc. sls. m. Brennan, sls. m. 
WNAC-TV 1,315,246 — Kansas City KCMO-TV 494,323 124 WGR-TV 473,951 246 
Norman Knight, ex. v.p. & g. m.; E. K. Hartenbower, g¢. m.; S. B. Joseph J. Bernard, v. p. & g. m.; 
Thomas H. Bateson, sls. serv. Tremble, 2... - G. Paschall Swift, sls. m 
m. KMBC-TV 494, 0 Carthage WCNY-TV 69,770 _— 
Cambridge WTAO-TV 195,000 _ John T. Schilling, v.p. & g. m.: (Water- James W. Higgins, tv d.; Alfred 
(Boston) Wallie Dunlap, g. m. George J. Higgins, v.p. & sls. m. tewn) M. Tauroney, sls. m. 
Springfield WHYN-TV 190,000 WDAF-TV 494,323 124 Kingston WKNY-TV 35,500 _ 
Charles N. DeRose, g. m.; Patrick Wm. A. Bates, st. m.; E. Manne Robert M. Peebles, v.p. & ¢. m.: 
J. Montague, c. m. Russo, sls. m. Robert L. Sabin, v.p. 
LP 190,000 32 St. Joseph KFEQ-TV 139,024 New York WABC-TV 4,730,000 — 
William L. Putnam, g. m.; James Barton Pitts, g. m.: Glenn G. Gris- Ted Oberfelder, ¢. m.; Lawrence 
H. Ferguson, Jr., sls. m. wold, c. m. L. Wynn, sls, m. 
Worcester WWOR-TV 107,646 — St. Louis KSD-TV 785,162 65 WABD 4,730,000 3,000 
Ansel E. Gridley, v.p. & g. m.; George M. Burbach, g. m.; Guy George L. BarenBregge, st. m. & 
Leonard V. Corwin, c. m. E. Yeldell, sls. m. sis. m. 
KTVI ery —_ WATV (see Newark) 
” 10 e . A.: 
Ann Arbor WPAG-TV 27,000 = — es oon re * Tiekeenesss. Gn. 
Edward F. Baughn, g. m.; Ken- 7. »- , , 
Toi. wn V. E. Carmichael, v.p. & sls. < WOR-TV 4,730,000 
i 7 [0Ot(“‘(i‘é «S|: CSedaliion KDRO-TV 57,000 Gordon Gray, g. m.; Charles Phil- 
Bay City WNEM-TV 312,555 a ips, sls. m. 
Harry E. Travis, ¢. m.; James H. Brandes, g. m.; Jimmy WPIX 4,730,000 ta 
Gerity, Jr., p. Gena. =. m. Fred M. Thrower, g. m.: John A. 
Cadillac WwWwtv 305,874 _ Springfield KTTS-TV 79,793 10 Paterson. ole — 
David F. Milligan, g. m.; John F. G. Pearson Ward, v.p. & g. m. WRCA 4,730,000 3,000 
Cundiff, sis. m. KYTV eee a Hamilton Shea. g. m.: Jay J 
Detroit CKLW-TV 1,496,000 _ R. L. GeuMicdem. co-mger, & sls. a SS ON 
J. E. Campeau, p. & g. m.; E. m.; Cari Dox, co-mer. Roch THAM.TW 269.4 
Wilson Wardell, gen. sls. m. ee William Fay gay A w tenon 
WJBK-TV 1,590,400 600 MONTANA ~_= . 
Bill Michaels, mng. d.; Maurice Billings KOOK-TV 22,000 — WHEC-TV 295,900 — 
McMurray, nat. sls. m. Vv. V. “Bud” Clark, g. m.; John C. Glover DeLaney, v.p. & g. m.: 
WW-TV 1,530. 300 H. Conner, c. m LeMoine C. Wheeler, ¢. sls. m 
Edwin K. Wheeler, g. m.; Don Butte KXLF-TV ——— _- WVET-TV 295,900 200 
_DeGroot, asst. g. m. E. B. Craney, p.; Jim Manning, Ervin F. Lyke, p. & g. m.: 
WXYZ-TV 1,516,000 — &. m. Arthur Murrellwright, sls. m. 
James G. Riddell, p. & g. m.; John Great Falls KFBB-TV = 22,500 Schenectady WRGB 439,000 it 
£ F. Pival, v.p. chge. tv. LeRoy Stahl, st. m.; W. C. Blanch- (Albany- Raymond W. Welpott, st. m.; Rob- 
Flint WJIRT—12 Sept. ’55 ette, c. m. Troy) ert F. Reid, sis. m. 
ee ee 150 | Missoula KGVO-TV 20,000 Syracuse WHEN-TV 369,580 650 
bon ee Bat Arthur es Mosby, D. & m.; Hugh Bader, Paul Adanti, v.p. & €. m.;: 
Kalamaseo WRIOV 87:00" m00 . ~ o - a e 
Carl E. Lee, v.p. & mong. d.; NEBRASKA BUCS On page 
Donald W. DeSmit, sls. m. : ° — —— 
Lansing WJIM-TV 434,050 1,000 Hastings KHAS-TV—S Sept. *55 
Harold F. Gross, p. & g. m.; Rich- Holdrege KHOL-TV = 70,026 — 
ard E. Nason, oprtns. d. (Kearney) Jack Gilbert, st. m.; Al McPhil- 
WTOM-TV 60,820 — F lamy, els. m. ' \ Newly 
Thomas B. Shull, p. & m.; Gregory Lincoln KOLN-TV 127,629 _ TELEVISION , 
Christion, sls. m. A. James Ebel, st. m.; Thomas L. FTECHNIOUES revised 
Marquette W AGE-TV—Sept. ’55 Young, sls. m. ~ : 
Saginaw WENX-TV 1 6 Omaha KMTV 302,935 150 : d 
Howard H. Wolfe, st. m.; Robert Owen Saddler, ex. v.p. & g. m.; an 
M. Chandler, c. m. Arden Swisher, ¢. sls. m. 
Traverse City WPBN-TV 43,544 WOW-TV 312,500 * up-to- 
John Anderson, st. m.; R. E. Det- Frank P. Fogarty, v.p. & g. m. 
wiler, c. m. Fred Ebener, sls. m. date! 
Scottsbluff KSTF —— _ ‘ 
MINNESOTA bey 6. ee uz Gd F 
Austin KMMT-TV 54,515 
Gene Loffler, m.; Don E. Inman, NEVADA 
sls. d. Henderson KLRJ-TV 29,500 12 
Duluth KDAL-TV 110,000 Bob Gardner, g. m.; Pat Burke, Revised 
(Superior) Dalton Le Masurier, g. m.; Odin loc. sls. m. 
S. Ramsland, ¢. m. Las Vegas KLAS-TV _ 28,280 _ 
WDSM-TV 110,000 — R. G. Jolley, p. & m.; Marian Edition 
— y 5 we & g. m.; Y. Komar, c. m. 
ee ee Reno KZTV 20,230 
ae Hag Huey gm chard Cae, 
Marvin Rosene, gen. sls. m. develpt. dir. By HOYLAND BETTINGER 
‘cco- 584,3 500 7 
F. Van Konynenburg, exec. v.p. & Saw BAMPGREES Revised by SOL CORNBERG 
game miairom, cam, | Manchewer WMURTY 1891400 
WTCN-TV 584,310 — ° ° ° . 4 ; 
a a wien © 0 hc. tn: g. m.; Gordon E. Moore, sis. m. This complete guide to good 
David Cole, tv sis. m. om, aioe WMTW (see Poland Spring, Me.) showmanship in TV practice, 
KEYD-TV 585,000 long the leading volume in the 
Lee L. Whiting, v.p.. g. m. & als. NEW JERSEY fi < h ~{ be vised 
eigered Sat t | wea parr eros |, | ff See ian ten teen evn 
: : = Irving R. Rosenhaus, p. & g. m.: 
Boshester Kxocty 172.999 ah sis me William Crawford, sls. d. cover the latest developments 
ren L. Miller, gen. sis. m. ‘i in the medium, including col- 
a or. From the rough script out 
Albuquerque KGGM-TV 60,545 _— : 2 
MISSISSIPPI ” A. R. Hebenstreit, p.; George line to the finished program 
Columb WOBLTV 17,000 M ¥ gan 
olumbus - , organ, ¢c. m. - isi * 
Bob McRaney, g. m.; Joseph Car- KOAT-TV 58,166 — phase of television pro 
son, st. m. Ted L. Snider, st. m., Mel Drake, uction is discussed, in a book 
Jackson wists " 130,000 25 * ses that will appeal to beginner 
, & m3 7 k try, ; 
oe gee Se ee Te Coney Tasus Cer, ». & 6. in.: Rok 8. and expert alike. A bundantly 
WITV 118,000 _— Nielsen, tv sls. m. illustrated. 
Owens F. Alexander, m._ tv Roswell KSWS-TV 28,318 * ; 
opertns.; Bill Carlier, sls. m. John A. Barnett, o. & g. m. Paul $5.00 at all bookstores 
Meridian WTOK-TV _ 60,000 a B. MeBvey, sls. 4. 
Robert F. Wren, p. & m.: does Cian HARPER & BROTHERS 
lilam . Urooks, vV.p. ce. m 
49 East 33rd St., N. Y. 
Tupelo WTWV—9 Fall °S5 Albany WROW-TV 175,000 — vals a 
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City Station vht Unt Color 
WSYR-TV 369,580 300 
E. R. Vadeboncoeur, p. & g. m.; 
W. R. Alford, nat. sls. d. 
Utica WKTV 167,000 215 
Michael C. Fusco, g. m. & sls. m. 
NORTH CAROLINA 
Asheville WISE-TV 40,000 
Harold H. Thoms, ¢g. m.; Joseph 
J. Master, sls. m. 
WLOS-TV 324,800 
Charles B. Britt, ex. v.p.; Bradley 
H. Roberts, c. m. 
Charlotte WBTV 497,775 78 
Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgenson, gen. 
sis. m 
Durham WTVD 248,310 oe 
Harmon L. Duncan, p.; Mike 
Thompson, sls. m. 
Fayetteville WFLB-TV—18 August °55 
Greensboro WFMY-TV 330,810 
Gaines Kelley, g. m.; Joseph E. 
Lake, sls. m. 
Greenville WNCT 112 
A. Hartwell Campbell, g. m. : John 
G. Clark, Jr., ¢. m. 
Raleigh WNAO-TV 125, 20 
— = Bone, g. m. Sart Welde, 
Washington WITN. 7 Sept. °55 
Wilmington WMFD-TV 72,500 — 
R. A. Dunlea, Jr.. m.; Claud 
O’Shields, sls. m. 
Winston- WSJS-TV 280,212 110 
Salem Harold Essex, g. m.; B. 
Shaw, sls. m 
WTOB-TV 96,385 —_ 
John G. Johnson, g. m. 
NORTH DAKOTA 
Bismarck KFYR-TV 28,250 — 
F. E. Fitzsimmonds. ex. v.p.; 
A. L. Anderson, sls. m. 
Fargo WDAY-TV 380,000 a 
Jack Dunn, st. m.; Tom Barnes, 
sls. m. 
KXJB-TV (see Valley City) 
Minot KCJB-TV 30,120 
John W. Boler, p. & g. m.; Her- 
man Burkart, c. m. 
Valley City KXJB-TV 86,000 300 


John W. Boler, p. & g¢. m.; Wm. L. 


Hurley, v.p. chge. sls. 
























low cost... 
flexible 


One of the largest 
suppliers of tem- 
porary lighting 
facilities any- 
where in the U.S. 
and Canada. 


Rental equipment 
Service includes 
installation and 
removal at one 
low cost. 


free estimates 


Write for Free 
atalog of Equipment 
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234 Piquette Ave. 
Detroit 2, Michigan 
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City Station vht Unt Color Qty Station vht Unf Color 
OHIO Bethlehem ai - —, _ 
4,066 ae Thomas unan, Jr., st. m.; 
Akron hq ~--4 Berk a Roger G. J. > Gulick, nat. sls. m. 
“Berk, vp. & gm. Easton WGL 106,144 — 
Ashtabula WICA Tv E : ‘16.285 J. ad “Porterfield g. m.; Nelson 8S. 
shtabu - . = , bus. m. 
John A. Colin, g. m.; Donald Erie wicu sai 500 
Fassett, bus. m. Ben McLaughlin, g. m. Karl. ~ 
Cincinnati WCPO-TV 724,140 _ Nelson, c. m. 
M. C. Watters, g. m.; C. L. (Chick) WSEE 79,000 _ 
Doty, sls. d. Charles E. Denny, ¢. m.; Don 
WKRC-TV 767,728 1,000 Boyce, c. m 
David G. Taft, ex. v.p. & g. m. Harrisburg WCMB-TV _ 
Robert T. Schlinkert, g. sls. m. Ed K. Smith, g. m 
WLW-T 525,000 2 HP-TV 93,002 — 
R. E. Dunville, p.; Robert Boul- A. K. Redmond, g. & c. m. 
ware, st. m. A 3,002 
Cleveland WEWS 1,102,860 David J. Bennett, ¢. m.; Allen P. 
James C. Hanrahan, ¢. m.; John Solada, sls. m. 
H. Foley, loc, advtg. m. Johnstown WARD-TV _ _ 
WNBK 1,205,000 107 Robert R. Nelson, g. m. 
Lloyd E. Yoder, g. m.; William N. WeaO-Ey S8t,175 = 
Davidson, asst. g. m. & sls. d. Alvin D. Schrott, m.; John H. 
re eee ae a 
Lancaster Vv 
— mae. 4; B.C. Harold E. Miller, st. m.; Leroy K. 
ppc Strine, c. m. 
1 N 5 — 
Cotas MENS TY SSUAM%\, g: mopar | Philadephia WOAU-TY zaogaoa | + — 
D. Thomas, sls. m. Donald W. Thornburgh, p. & g. m. 
WLW-C 350,800 --.. Robert M. McGredy, tv. sls. n. 
James Leonard, v.p. & g. m.; WFIL-TV 2,105,636 1,000 
Charles Dodsworth, sls. d. Roger W. Clipp, g. m.; Kenneth 
WTVN-TV 381,451 W. Stowman. gen. sls. m. 
Joseph W. McGough, g. m.; Rob- Lg a 
ert C. Wiegand, asst. g. m. oS. eae. = _ oe ae We 
Dayt WHIO- = 
= Rabe H. Moai sc. m.: Walter | Pitteburgh = KDKA-TV 1,134,110 
E. Wolaver, c. m. Harold C. Lund, g. m. : Leva” c 
WLW-D 331,000 ee Chapman, sls. m. 
H. Peter Lasker, v.p. & g. m.; 8 £75,000 St 
George Gray, c. m. Larry H. Israel, v.p. & g. m.; 
en WIMA-TV 80,233 Donald P. Menard, sls. m. 
Robert W. Mack, v.p. & g. m.; Reading WHUM-TV _ 297,112 = 
C. B. Heller. loc. sis. m. == ——s J. oe p.: Robert M. 
: a P oe euschle, nat. sis. m. 
Steubenville WSTV- y — ; 
a John pg Page mg v.p. & &. m.; Seranton WARM-TV 250,000 wd 
Joseph M. Troesch, asst. g. m. : William Dawson, v.p. & st. m.; 
Toledo WSPD-TV 374,910 90 — Se 
a L. Haid. v.p. & mng. d.; Robert E. McDowell, st. m.:George 
ill Ashworth, nat. sls. m. D. Coleman, nat. sls. m. 
Youngstown WFMJ-TV 149,000 100 Wwitvu 250,000 _ 
William F. Maag, Jr., p.; Mitch Thomas W. Jones, g¢. m.; George 
Stanley, st. m. & sls. m. Winterstein, prem. d 
og ge 151,168 100 | Wilkes-Barre WBRE-TV 263,000 100 
> i. illiamson, Jr., p. & §. m.; David M. Baltimore, v.p. & g. m.; 
Bowden, st. d. Ernest Lewis, sls. m. 
Zanesville WHIZ-TV 45,000 WILK-TV 270,000 *— 
Allan Land, mng. d.; Nate Milder, Roy E. Morgan, ex. v.p.; Thomas 
sls. d. P. Shelburne, m. d. 
Pepamapest wae le TV—36 Fall ey 
w -T 97,000 _ 
\da ome” tae = AY ou. st. ag , prog. d.; 
Bill Hoover, v.D. & g. m. Brown =, te case a= 
Morris, sec. treas. & at. m. Louis J. Appell, Jr., p 
Enid KGEO-TV 306,000 _ 
George Streets, sec. & m.; Tom RHODE ISLAND 
Bucher, als. m. Providence WJAR-TV 1,404,002 200 
Lawton KSWO-TV 70,000 —_ Peter B. James, st. m.; Ed Bog- 
Ross B. Baker, st. m.; Al Shore, hosian, sls. m. 
sls. m. WPRO-TV 1,404,002 _ 
Muskogee KTVX 248,750 ae William S. Cherry, Jr., p. 
L. A. Blust, Jr.. v.p. & g. m.; 
Holmes, nat els. d. SOUTH CAROLINA 
Oklahoma KTVQ 220,006 _— 
City R. Mack Lester. st. m.; Ray Wil- Anderson WAIM-TV 127,550 _ 
son, ¢. Glenn P. Warnock, g. m.; Fisher 
KWTV 337,500 100 Darden, c. m. 
Edgar T. Bell, v.p. & g. m.; Fred Chazleston WCSC-TV 187,851 — 
_L. Vance, sls. m. Roland Weeks, m. & nat. sls. m.; 
a ir oe oe at us wo E. Thornley, rgnl. sls. m. 
» ae f . Vip. ~ £ 174,602 
John Haberlan, nat. c. m. J. Drayton Hastie, p.; Phil Porter- 
Tulsa KOTV 281,588 60 field, nat. sis. m. 
C. Wrede Petersmeyer, p. & g. m.. Columbia WCOS-TV 83, — 
naw > — see Stewart Spencer, tv d.: Wayne 
’ Poucher, sls. 2 
Cc. B. Akers, g. m.; John Devine, WIS-TV *: 169,095 ome 
ce. m. Charles A. Batson, mng. d.; Law 
Epps, sls. m. 
OREGON -TV 82,000 om 
Eugene KVAL-TV 56, — H. Moody McElveen, Jr., g. m. & 
S. W. McCready, v.p. & g. m.; sis. m. 
Glenn Nickell, sls. m. Florence WBTW 126,590 — 
Klamath Falls KFJI-TV—2 Summer °55 J. William Quinn, mng. d.; John 
Medford papa 28,250 _ H. Brock, loc. sls. m. 
Jere ee, or Culos. m.: Edward | Greenville WFBC-TV 443,850 
a B. T. Whit R. i 
Portland KOIN-TV 340,000 50 Jr., ¢ _ a ~ Glass, 
C. Howard Lane, v.p. & mng. d.; WGVL-TV 125,000 — 
John Palmer, nat. sls. m. Ben K. McKinnon, v.p.. g. m. & 
KPTV 278,144 200 sls. m. 
Russell K. Olsen, mng. d.; Charles 
tO og SOUTH DAKOTA 
S. John Schile, g. m.; Jack Was- Rapid City See ee 
son, loc. sls. m. Leo D. Borin, g¢. m.; William ¥. 
Si Fall KELO- y nat.3 
joux 8 E TV 141,792 a 
prerey uae ieee Joseph L. Floyd, p.; E. A. Nord, 
FBG- , —_ &. m. 
Jack Snyder, mng. d.: George . 
Burgeon, oper. m. (Continued on page 114) 














AN IMPORTANT MESSAGE FROM THE SECRETARY OF THE TREASURY 


A THREE-WAY PARTNERSHIP 
THAT BENEFITS EVERYBODY 


How the public, the magazine publishers and the 


U.S. Government cooperate to help keep 


the nation’s economy growing always stronger 


S a reader of this magazine, the chances are that 
you belong to a “three-way partnership” dedi- 
cated to intelligent saving and a sound econ- 
omy. For you probably buy United States 

Savings Bonds. Nearly 40 per cent of the families in 
America own them. Most Bond-owning families have 
saved enough in this way to pay for a serious illness, 
to provide something for old age, to make a down pay- 
ment on a house or take a long trip. And perhaps most 
important, these families have the wonderful feeling of 
security that the ownership and holding of these Bonds 
bring. 

















Americans today are buying Savings Bonds at an 
annual rate of more than $5,000,000,000. In the time it 
takes you to read this page, approximately one minute, 
America will buy $10,000 worth of Series E and H 
Bonds! 

How, you may ask, did this come about? 

It came about through a great program of voluntary 
cooperation with the Treasury Department on the part 
of many groups, organizations and citizens. The maga- 
zine publishers have from the beginning been among 
the major supporters of the Bond program. They con- 
tribute millions of dollars’ worth of advertising space 
each year. 

Full credit for making Bond-buying a national habit 
is due that “three-way partnership”— the American citi- 
zen, the Government, and the volunteer groups, such as 
the magazine publishers, who bring buyer and seller to- 
gether through the pages of their publications. 

All three partners will profit further by continuing 
to help increase the nation’s saving through the sale of 
Savings Bonds. 

For so effectively promoting the national welfare I 
wish, on behalf of the Government, to extend to the 
magazine publishers our most sincere thanks. 


Gergaplasy, 


Secretary of the Treasury 
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City 
Chattanooga 
Jackson 


Johnson City 


Knoxville 


Memphis 


Nashville 


Old Hicko 
(Nashville) 
Abilene 


Amarillo 


Austin 


Beaumont 


Big Spring 
Corpus 
Christi 


Dalla 


Fort Worth 
(Dallas) 
Galveston 


Harlingen 


Houston 


Longview 


Lubbock 


Lufkin 
Midland 


San Angelo 


San Antonio 


(Ft. Worth) ~~ M. Flynn, st. m.; 
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Set Count (Cont'd from page 112) 





Station vht Unf Color 
TENNESSEE 

WDEF-TV 144,718 — 

Harold E. Anderson, m.; Otis H. 


Segler, sls. m. 
WDXL-TV 89,786 — 
Aaron B. Robinson, p. & g. m.; 
Jack Murphy, sls. m. 
WJHL-TV 168,123 
W. H. Lancaster, Jr., 
WATE-TV 194,430 
W. H. Linebaugh, g. m.; 
McCloud, c. m. 


vp. & g. m. 


Cam 
John T. 


WTSK-TV 171,000 30 

John A. Engelbrecht, p.. ¢. m. 
sls. m. 

WHBQ-TV 362,929 


John Cleghorn, v.p. & g. m.; L. 0. 
Dobson, sls. d. 

wMcT 358,823 65 

H. W. Slavick, g. m.; Earl More- 

land, asst. m. tv opertns. 

WSIX-TV 250,500 — 

R. D. Stanford, Jr.. p. & g. m.; 
E. S. Tanner, tv. c. m. 


WSM-TV 250,500 60 

John H. DeWitt, Jr.. p.; Irving 
Waugh, c. m. 

WLAC-TV 263,590 — 


T. B. Baker, Jr., ex. v.p. & g. m.; 
Robert M. Reuschle, nat. sls. m. 


TEXAS 
KRBC-TV 56,340 


John Kelly, st. m.; 
nat. sls. m. 


Forest Lane, 


KFDA-TV 72,836 — 

Ed Moore, g. m.; Dan Hayslett, 
nat. sls. m. 

KGNC-TV 72,963 id 

Bob Watson, st. m. & pgm. d.; 
Bill Clarke, sls. m. 

KTBC-TV 127,941 10 

J. C. Kellam, g. m.; O. P. (Bob) 
Bobbitt, sles. m. 

KBMT 47,000 _— 

Randolph C. Reed, p., o. & sis. m. 

KFDM-TV 101,000 — 


Cc. B. Locke, ex. v.p. & g. m.; 
Mott M. Johnson, opr. & c. m. 


KBST-TV—9 Sept. ’55 
KVDO-TV 47,500 =~ 


L. W. “Bud” Smith, g¢. m.; Bob 

Williams, c. m. 
KRLD-TV 481,489 150 
7 A. 


oberts, asst. g. m. chg. sls. 


WFAA-TV 431,489 1 

Ralph Nimmons, st. m.; Mike 
Shapiro, c. m. 

KFJZ-TV—11 Sept. ’55 

KROD-TV 73,721 _— 

Val Lawrence, v.p. & g. m.: Dick 
Watts, gen. sls. m. 

KTSM-TV 70,166 _—_— 

Karl O. Wyler, p. & g. m.; Roy 


T. Chapman, v.p. & sls. m. 

WBAP-TV 481,000 

George Cranston, st. m.; 
Bacus, c. m. 

KGUL-TV 409,690 

Paul E. Taft, p. & g. m. Robert 
S. Wilson, g¢. sls. m. 


325 
Roy 


KGBT 74,683 — 

Troy McDaniels, ¢. m.; Ingham S. 
Roberts, c. m. 

KGUL-TV (see Galveston) 

KPRC-TV ’ 100 

Jack Harris, v.p. & g. m.; Jack 
McGrew, asst. m. & c. m. 

KTRE-TV 415,000 200 

Willard E. Walbridge, g. m.; Bill 
Bennett, c. m. 

KTVE 48,000 —_ 

Barre Monigold, st. m.: A. James 
Henry, g. m. 

KLTV (see Tyler) 

KCBD-TV 82,472 oo 

Joseph H. Bryant, p.; George L. 
Tarter, v.p. 

KDUB-TV 83,472 a 

W. D. (Dub) Rogers, p.: George 
Collie, nat. sls. m. 


KTRE-TV—9 August ’55 

KMID-TV 54,000 

Ray Herndon, g.m.; Lambert Cain, 
ec. m. 

KTXL-TV 41,243 

J. H. Hubbard, g.m.; George Olsen, 
ec. m. 


KENS-TV 258,355 35 
Albert D. Johnson, g. m.; Wayne 
Kearl, g. sls. m. 





City Station Vht Uhf Color City Station vht Uhf Color 
WOALTV 259,871 30 KTVW 439,900 _ 
James M. Gaines, v.p. & g. m.; Roger D. Rice, st. & g. sls. m. 
Ed V. Cheviot, sls. m. Yakima KIMA-TV 56,235 -_ 
KCOR-TV — (Paseo) Thomas C. Bostic, v.p. & £.m.; 
W. P. Smythe, v.p. & g. m.; R. A H. R. Cary, els. m. 
Cortez, Jr., c. m. 
Temple KCEN-TV 121,086 — | WEST VIRGINIA 
Harry Abbott, st. m.; Burton | Bivefield WHIS-TV—6 August '55 
Bishop, g. m. | Charleston WCHS-TV 423,234 — 
4 | John T. Gelder, Jr., g. m.; John 
Texarkana KCMC-TV 140,060 - i . . 
(Tex.-Ark.) Walter M. Windsor, g. m. & c. m. | L. Sinclair, Jr., a. m. rad.-tv 
Tyler KLTV 90,107 — ; WEAREY eee Bustingten) 
i & Sa. 6 & Clarksburg WBLK-TV—12 Fall '55 
. hee | Huntington WCHS-TV (see Charleston) 
Waco KANG-TV 50,269 _— | WSAZ-TV 583,562 
Bob Walker, st. m.; Chas. L. | Lawrence H. Rogers, v.p. & g. m.; 
Howell, asst. m. | Robert E. White, tv _ m. 
KCEN-TV (see Temple) | WHTN- -TV—13 Sept. 
KWTX-TV 113,905 — | Oak Hill WOAY-TV 306,000 — 
M. N. Bostick, st. m.; Charles H. | (Beckley) Robert R. Thomas, Jr., o. & g. m.; 
Boland, nat.-rgnl. sls. m. James Pridemore, prdn, & sls. 
| m. 
Weslaco KRGV-TV 62,000 —_ Parkersburg WTAP 35,902 -_ 
Byron W. Ogle, exec. g. m.; Ken- | Milton F. Komito, st. m.; Jerry 
neth E. Markel, c. m. | Burns, sis. m. 
X-TV 15 | Wheeling WTRF-TV 310,000 82 
sceaeatenee et | a ae & c.m.: | Robert W. Ferguson, ex. v.p. & 
George Craig, loc. sls. m. g. m.; H. Needham Smith, sls. 
KWFT-TV 99,110 = | =. 
Kenyon Brown, p. 
” WISCONSIN 
Eau Claire WEAU-TV 82,350 = 
abemaey | Leo Howard, g. m. & sis. m.; 
‘ c< , Richard Kepler, st. m. 
salt Lake KSL-TV 178,000 130 
City D. Lennox Murdock, v.p. & g. m.; Green Bay WBAY-TV 235,000 ieee 
Edward B. (Ted) Kimball, ¢. | Burke Farquhar, st. m.; obert 
sls. m C. Nelson, sis. m. 
KTVT 178,000 115 | WMBV-TV (see Marinette) 
“ | WFRV-TV —— 
7 Se Lares, p. 6. =. & | — Ewing, p.; John Schulz, 
KUTV 181,500 
i La Crosse war. 100,000 — 
Brent Kirk, st. m. & sls. m. Howard Dahl. g. m.; Robert Z 
Morrison, Jr., sls. m. 
‘ Madison WKOW-TV 104,500 a 
— Ben F. Hovel, g. m.; Robert 
Montpelier WCAX-TV 136,241 — Loomer, sis. m. - 
Stuart T. Martin, v.p. & g. m.; WMTV 125,000 . 
John A. Dobson, sls. m. | Morton J. Wagner, st. m. & sls. m. 
| Marinette WMBV-TV 211,440 ; 
| (Green Bay) Joseph D. Mackin, g. m.; William 
% R. Walker, tv. m. 
IRGINIA 
| Milwaukee WXIX ai laa 398, R55 .. 
=" Edmun unker, sta. m. e0- 
Hampton WVEC-TV (see Norfolk) ao ween dis. oh. 
Harrisonburg WSVA-TV 113,406 _ WTMJ-TV 777,901 220 
Frederick L. Allman, p. & g. m.; Walter J. Damm, g. m., tv. & rad.; 
Howard C. Evans, sls. m. Neale V. Bakke, sles. m. 
Lynchburg WLVA-TV 225,000 = a ar « =: 2. 
Philip P. Allen, vp. & g. m.; * Larson, sis. m. 
Joseph F. Wright, Jr., c. m. _ 
> . - Superior KDAL-TV (see Duluth, Minn.) 
Mestel: a. a, . . WDSM-TV (see Duluth, Minn.) 
Robert M cauhe am m. Wausau WSAU-TV 69,800 cml 
—_ ; “ < - George T. Frechette, v.p. & g. m.; 
— Gun se - = Richard D. Dudley, asst. g. m. 
Harrol A. Brauer, Jr., vp. & | & c. m. 
yoni WYOMING 
‘ WXEX-TV—8 « 55 
Petersburg XEX-TV—8 August °55 Cheyenne KFBC-TV 49,000 
Richmend WTVR 493,147 300 Wm. C. Grove, g. m.; Charles P. 
Wilbur M, Havens, ¢. m. & c. Cahill, c. m. 
4 Walter A. ee Jr., asst. 
‘m. & asst. ~ 
WOTV 29 Fall °35 ALAGEA m 
| Anchorage KENI-TV 18,420 — 
Ruanoke = 25788 v.D.: oun | Jack D. Ellison, g. m.; Jumes G. 
Fitzpatrick, asst. & c. m. a on =. 7.500 — 
WDBJ-TV—7 Fall ’55 A. G. Hiebert. g. m. 
| Fairbanks KFAR-tV¥V —— _ 
James G. Duncan, g. m. & chf. 
WASHINGTON | engenr.; — Howarth, sls. m 
KTVF 1,000 
Bellingham KVOS-TV 199,386 | Walter A. Welch, m.: William TT 
Rogan Jones, p.; Fred Elsethagen, Hunt, c. m. 
- m. | 
Pasco KEPR-TV 55,235 ~ HAWAII 
Thomas C. Bostic, v.p. & Hilo KHBC-TV 80,000 a 
H.R. Cary, sls. m. (Satellite of J. Howard Worrall, p. (Satellite 
KIMA-TV, Yakima) of KGMB-TV, Honolulu) 
Seattle KING-TV 139,900 181 Honolulu KGMB-TV 80,000 — 
(Tacoma) Otto P. Brandt, v.p. & g. m.: A. C. Richard Evans, v.p. & g. m.; 
P. Hunter, c. m. Ralph Davison, Jr., g. sls. m. 
KOMO-TV 439,900 181 KONA 75,000 — 
W. W. Warren, v.p. & g. m.; Ray John D. Keating, g. m.; James A. 
Baker, v.p. & c. m. Wethington, g. sls. m. 
KTNT-TV (see Tacoma) KULA-TV 72,500 
Jack A. Burnett, g. m.; Franklyn 
Spokane KHQ-TV 135,150 30 Warren, g. sis. m. 
Richard O. Dunning, p. & g. m.;: Wailuku KMAU 80,000 
John H. Pindell, tv ¢. m. J. Howard Worrall, p. (Satellite of 
KXLY-TV 135,337 —_— KGMB-TV, Honolulu) 
Richard E. Jones, v.p. & g. m.; | 
Robert Struble, sls. m. PUERTO RICO 
KREM-TV 135,150 = 
Louis Wasmer, owner; Robert H. San Juan WAPA-TV 43,345 —_ 
Temple, m. Delfin Fermandez, ¢. m.; Segie 
Mundo Quinones, c. m. 
Tacoma KREM-TV 135,150 _ WKAQ-TV 75,000 a 
(Seattle) Len Higgins, m.; Larry Carino, Rafael Delgado Marquez, ¢. m.: 
c. m. Jorge Luis Rivero, sls. m. 
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In the picture 





Stanley Resor (1), who once had summer work in a stove fac- 
tory and who has been president of the world’s largest agency, 

























































- J. Walter Thompson, since 1916, is now board chairman. He is suc- 
ceeded as president of the estimated $185-million business by Nor- 
ee man H. Strouse, 48 (r). Resor joined J. Walter in 1908 and 
a. with Helen Lansdowne, later his wife, opened the Cincinnati office. 
a He’s a founder and past-president of the AAAA. Strouse joined in 
~ 1929, after four years with Seattle’s Post-/ntelligencer, and his bril- 
liant career includes rising from Private to Major in the war, win- 
77 ning a post in MacArthur’s southwest Pacific headquarters. 
82 
« 
os Klau-Van Pietersom-Dunlap, Milwaukee, largest agency in its 
state ($6-million billings), has elevated Frank V. Birch (1), pres- 
- ident since 1951, to board chairman. Mr. Birch has been with the 
agency 36 years. He’s succeeded by A. R. McGinnis (r) who will 
ert also serve as treasurer. McGinnis, who’s been with KVPD since 1936, 
formerly headed his own agency in Minneapolis. And executive v.p. 
lz, George Callos becomes the general manager, as well. Founded in 
- ; 1906, KVPD started with one client, the Harley-Davidson Motor 
Co., which then had an annual ad budget of $475 and which, sig- 
ert nificantly, is still on the agency’s roster. 
m. 
= The McCann-Erickson advertising agency will have a new vice president and senior mar- 
—_ keting executive, as of Sept. 1, in George B. Park, now manager of advertising and sales 
od promotion services for General Electric. Desked at G.E.’s executive offices in New York 
_ since 1951, Mr. Park has had charge of advertising policies, practices and program coor- 
= dination for the company’s 87 product departments. In that capacity, he had direct contact 
™ with all agencies serving G.E., and also functionally supervised creative development, media 
relations and research, exhibits and trade shows and all graphic arts services. Before 1951, 
nA Mr. Park had been with G.E.’s appliance department for 12 years, as manager of adver- 
m. tising, sales promotion and public relations from 1948-51; manager of public relations 
from 1946-48 and as advertising copy chief from 1942-46. 
= William R. Baker Jr., chairman of the board for Benton & Bowles, has announced the 
appointment of Ward B. Stevenson as the agency’s vice president in charge of public 
— relations. Mr. Stevenson, who assumed his duties the first of this month, has served for the 
past four years as director of public relations with Pillsbury Mills, with whom he has been 
5 associated since 1943. A University of Minnesota graduate, Stevenson has been consistently 
ht. active in civic and professional organizations. In addition to Navy service during the war, 
A he was a member of the industry panel, Sixth Regional War Labor Board in Chicago. For 
- the ANA, he has been chairman of the Public Relations Steering Committee and vice chair- 
man of the joint AAAA-ANA Committee on Understanding of our Economic System. Cur- 
= rently, he is national treasurer of the Public Relations Society of America. 
e 
” CBS Television has named tall, long-striding Howard S. Meighan vice presideni in 
a ; charge of its western division. Mr. Meighan got his start with J. Walter Thompson, was a 
ini member of its original radio department in 1929. He joined CBS in 1934 as account execu- 
- tive and in 1946 was named vice president, a title that was expanded two years later to v.p. 
ae and general executive. He was chief executive in Hollywood from 1949 to 1951, the year 
CBS was reorganized on divisional lines, subsequently becoming first president of CBS 
Radio. Mr. Meighan is on the U.S. Information Agency’s broadcast advisory committee 
= and, for his alma mater, Columbia, he chairs the committee on planning the third century. 
ae He and his family will be moving west from Mamaroneck, N. Y., where his Swiss-English 
m.: 





forefathers first settled in 1725 and where, for eight years, Mr. Meighan was acting mayor. 
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In the picture 


Lester Gottlieb, CBS Radio vice president in charge of network programs, has been 
named director of daytime programming for CBS Television. Brooklyn-born and educated, 
Les got his start in publishing — the old Brooklyn Times, Simon & Schuster and Newsweek, 
where he became first radio editor. In 1934, he joined wor New York’s publicity dept., was 
head of MBS” press section two years later and, in 1944, joined Young & Rubicam’s pub- 
licity division. He gradually moved over to their talent division and, in late 1947, became 
producer of We, the People. Ever since 1948, he’s been on the CBS payroll, creating and/or 
producing both radio and television shows, the most recent of which, Frankie Laine Time, 
bowed July 20. Another that will come in good stead for his new post was The Robert Q. 
Lewis Show. Mr. Gottlieb has two daughters, Madeleine, 18, and Imogene, 11. 





Executive vice president of Radio Cincinnati, David G. Taft has also become general 
manager of WKRC-TVv there, succeeding U. A. “Jake” Latham who has retired. A 1940 grad- 
uate of Union College, Schenectady, Dave signed on with Radio Cincinnati’s promotion 
dept. until he was drafted into the Infantry. His nearly five years of military service took 
him to the far east where, in Ceylon, he worked with Lord Louis Mountbatten in Gen. 
Stillwell’s liaison office. Later assigned to the commander-in-chief of all China-Burma-India 
ground fighting, he came out with battle scars — and the rank of Captain. Dave rejoined 
Radio Cincinnati as account executive, became general manager of WKRC-FM in 1947, man- 
aging director of WKRC-radio in 1951 and executive vice president a year later. He also 
serves as vice president of WTVN-Tv-AM Columbus and director of wBIR Knoxville. 





NBC-TV has created a new post, that of daytime sales manager, and appointed John B. 
Lanigan, heretofore eastern sales manager, to fill it. As daytime sales manager, Mr. 
Lanigan, who will report to the national sales manager, will specialize in specific-audience 
programs, like children’s shows, sports and special events. John Lanigan is a 1932 University 
of Wisconsin grad and acquired his early sales training in the magazine field. He served 
for six years with Good Housekeeping, where he managed the Detroit sales office from 1941 
to 1943. Subsequently, he was a consumer advertising specialist with Time magazine and, 
after that, became vice president in charge of television sales for the American Broadcasting 
Co. Since November, 1952, he has been NBC-TV’s eastern sales manager. He and his family, 


which includes two boys and one girl, live in Irvington, N. Y. 





The television subsidiary of Columbia Pictures, Screen Gems, which opened Canadian 
offices recently, has now expanded to Europe. And the double title of director of European 
sales and general manager of Screen Gems of Great Britain, Ltd. goes to a youthful veteran 
of film selling, John B. Cron. Before joining Screen Gems early this year, John Cron had 
been national sales manager of the NBC film division since 1948. Earlier, he had been assis- 
tant director of the CBS film division and, before that, general manager of Monogram 
Pictures in Trinidad. A four-year veteran of the Air Force where he served in the Pacific, 
Cron had left Princeton to enter the service. He is married to the former Anne Bohen, and 
they live in Rye, N. Y., with their two sons, Kevin, 4, and Christopher, 2. Mr. Cron expects 
to be established at his London headquarters within 60 days. 





Another alumnus of the University of Wisconsin (class of ’32) is C. Pete Jaeger who 
began his career in the advertising sales field in his native Chicago. In 1937, he joined the 
Transamerican Broadcasting Corp. where he stayed until 1941, moving then to ABC as 
commercial program manager. He became vice president in charge of sales there and, in 
1947, returned to Transamerican as partner and executive vice president. The aggressive Mr. 
Jaeger’s latest move has been to join Guild Films as vice president in charge of national 
sales. The appointment of Mr. Jaeger, whose specialty is combining sales with merchandising, 
is further expansion on the part of Guild, according to president Reub Kaufman who 
announced the move. Mr. Jaeger, a resident of Manhattan, has a son, 17, who is also named 
Pete and should be the star fullback on the Bronxville High football team this year. 
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Wash. Memo 


(Continued from page 98) 


taken immediately.” 

On its face, the Committee proposal 
would give the impression that its 
members have just about given up on 
uhf. But this is not so. It specifically 
warned the Commission that unless 
something is done soon the problem 
would become “academic” by the ex- 
tinction of “all uhf operation.” 

In other words, if a sizable nucleus 
of uhf is not maintained the ultra- 
high service may be doomed, even in 
those areas where there is no vhf com- 
petition. And the Commission cannot 
let that happen, to detriment of view- 
ers who depend on uhf stations and to 
the possibilities for future utilization 
of the ultra-high channels. 


THE “GIMMICK.” What it boils 
down to is that deintermixture may be 
employed to provide the maximum 
number of all vhf markets and a 
nucleus of uhf “islands,” 
tionalization as the 


with direc- 
“gimmick” (with 
or without accompanying reduction in 
mileage separation standards, depend- 
ing on procedural determinations) to 
put in more vhf stations in the larger 
cities. In situations where the uhf 
audience has been developed and no 
vhf stations have yet come in, the 
Commission may well be disposed to 
maintain the uhf fort. The winner of 
the contest for the only vhf channel 
assigned to such an area may have to 
be content with taking an ultra-high 
channel. Competition in such areas 
would then be based on programming, 
with all stations on a equal engineer- 
ing footing. Opportunity for a third 
or fourth network to compete for au- 
dience would then be afforded. 

In situations where two or three 
vhf channels have been assigned, the 
employment of directionals will enable 
the Commission to go through with 
final decisions and issue authoriza- 
tions and provide additional v’s to re- 
place the existing u’s. In some cases, 
it may be possible to provide the full 
complement of four nondirectional 
vhf stations by shifting ungranted v’s 
which may be deintermixed out of 
uhf areas. 





Ordinarily, the working out of en- 
gineering details to permit the use of 
directional v’s might be a lengthy pro- 
cess. But difficult jobs can be speeded 
up when there’s a will to do so and 
the atmosphere—and a current lull in 
the engineering consulting industry— 


in Washington seems right for fast 
action. 

It will not be surprising if, by the 
time this is read, a comprehensive 
plan by which directional v’s can be 
provided each of the u’s in all critical 


markets will be before the FCC. 





SERVICE DIRECTORY 





CAMERA SUPPLIES 


MUSICAL COMMERCIALS 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


AMERA € QuIPMmeEnT 


1600 BAISQU New York City 
TUdson 6-1420 











COMMERCIAL PRODUCERS 





FREE MOVING PUPPETS 
Write or phone for details. 


GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 











CONSULTANTS 





vine p Scripps Assoc. 


Consultants 
1005 Kales Building 

Detroit 26, Michigan 
WOodward 3-1750 











FILM EQUIPMENT & PROCESSING 





* Quiet * Roll ’em 


eACTION! 


— Equipment for the movie — 
— and Television Producer — 
THE CAMERA e MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 








Sales-Service-Rentals 


Motion Picture and Television Equipment 
WRITE FOR CATALOG, Dept E 


NATIONAL CINE EQUIPMENT, Inc. 


209 W. 48th St., New York 36, N. Y.— Circle 6-0348 











phil davis 
musical enterprises 


“distinctive musical 
commercials” 


1650 BROADWAY ®@ N. Y. 19, N. Y. 
COlumbus 5-8148 
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Television Age 
444 Madison Ave., N. Y¥. 22 





SERVICE DIRECTORY 
ORDER FORM 











Please insert my advertising 


message in your “Service Di- 





Frequency & Rates 
Rcd cndseeeecseee $25 
eek rer rrr 20 
PR ES ccs cccdasencencs 15 
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Life in this television age: An lro- 
quois Indian chief in Canada has 
placed his tv aerial atop his wigwam 
and reports “reception is terrific.”’. . . 
Newsweek reports that Fort Mon- 
mouth engineers have come up with a 
portable tv camera unit, no bigger 
than a cigar box and so light it can be 
toted on the cameraman’s back. With 
it, a tv scout could send detailed pic- 
tures of enemy targets. . . . On a re- 
cent television program Dave Beck, 
president of the International Brother- 
hood of Teamsters, was asked a ques- 
tion which he was not sure he should 
answer. He hesitated and then said, 
“Well, off the record . . .” and then 
answered it. 

* * * 

A mayor’s wife is just like yours 
and mine: At the recent U. S. Confer- 
ence of Mayors held in New York City, 
the tv show the majority of mayors 
wished to attend was Colgate’s The 
Big Payoff. The reason for its popu- 
larity, The New Yorker reports, was 
that the mayors’ wives had heard that 
the payoff in question was a mink coat. 


* x x 


Is it pluck or luck? While on the 
subject of tv give-aways, a Miss Phyllis 
Battelle writes in the Akron Beacon 
Journal about the activities of a 
“screener” of contestants for the newest 
and plushest quizzer, The $64,000 
Question. According to this quizzing- 
quizzers expert, people sell their name 
and rank in order to get a chance at 
winning new, crisp, green serial num- 
bers. Couples married 15 years—or 
mated to two other people, for that 
matter—will show up at tv studios in 
corsage and boutonniere, feeling they 
thus have an edge in selection of con- 
testants. Men consistenly claim to be 
deep-sea divers, for the same reason. 
Women are fond of saying they are 
fan dancers. “And if you could believe 
the mail from would-be contestants,” 
the expert told Phyllis, “you'd think 
the land was made up of chicken- 
pluckers.” He stroked his chin. “Won- 
der what makes a_ chicken-plucker 
think he should be picked for a quiz 
show anyway?” he mused. 
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Pirates win flag race: We don’t know 
how it is at your house, but at our 
house the Mary Martin tv show and the 
resultant necessity—the long (and of- 
ten) playing recording—was never and 
is not now known as Peter Pan. Ever 
since the tv version, the Barrie classic 
has always been referred to by our two 
juvenile telinquents as Captain Hook. 
So we feel we have good grounds for 
our suspicion that it was tv influence 
which had a lot to do with setting the 
sales policy for the concessionaires of 
the Hunt Bros. Circus now circuiting 
the country. Hunt Bros. under-the-tent 
hawkers sell American flags for 35c, 


for the pirate flag they get 50c. 





There’s a midwest station man who, 
when he gets to New York, is always 
embarrassed about how much to tip 
doormen, waiters, cabbies and sundry. 
Consequently, he’s always overtipping. 
On his last trip, though, legend lent a 
guiding, frugal hand. 

He was in the arcade of Rockefeller 
Plaza getting his hair cut. All through 
the shearing he was torn by his old 
“Manhattanitis”—how much should he 
tip the barber? He had just about 
settled on 50c, which he knew was too 
much even for an expense account, 
when into the shop came a man he 
recognized as John D. Rockefeller. 
The station man, thereupon, in honor 
of the John D., Sr. tradition gave the 
barber a dime and walked out without 
a qualm. 





An English chap we know, who 
came to this country to live several 
years ago, never felt he was properly 
“Americanized” until a few nights ago 
when he turned his tv set on to a late 
movie which, as it happened, was one 
of those veddy, veddy British films. He 


couldn’t understand a word. 


* * * 


In the opinion of the Peoria (Ill.) 
Journal, Sen Richard Neuberger (D., 
Ore.) is treading on dangerous ground 
(if treading lightly and perhaps with 
tongue in cheek) when he proposes 
that politicians appearing on tv must 
announce the helpful devices and 
“showmanship” they are using. He 
would force them to announce if their 
hair is not their own, if blemishes are 
covered with make-up, if their “im- 
promptu” remarks are really being fed 
to them on teleprompter and such 
things. 

You would think that putting the 
best face on things was something new 
for office-seekers, something that just 
came along with television. It certainly 
is not, the Journal states. Ever since 
the daguerreotype days, candidates 
have used campaign pictures their 
friends could hardly recognize—un- 
less they had long memories. How 
many candidates who never heard a 
shot fired in anger campaigned as “war 
veterans?” Is every one of the thou- 
sands who annually proclaim “HON- 
EST” on their political cards and ads, 
really honest ? 

And how about campaign promises? 

If Mr. Neuberger really wants to 
get the subterfuge out of politics, he 
has taken on a big job and hasn't 
even scratched the surface. Why just 
pick on tv? 

And, beyond that—where he’s really 
in trouble—what about women politi- 
cians, coming ever more to the front? 
Must they, too, announce that the curl 
in their hair isn’t their own, that the 
lips are painted, that the figure has 
certain of various assisting devices? 

Come, now, Senator! There must be 
other matters of national concern for 
you to spend your time on. 











BUSINESS 
LOOKS 


GREAT 


= FROM UP 
= HERE! 








And it’s no wonder! From 1685’ above average terrain, Egbert, 
the Channel 8 Electron, gets a clear shot at THREE recognized metro- 
politan areas and their surrounding trade territories. So what? So 
1685’ will be the effective height of WFAA-TV's antenna when those 
steel jockeys complete their Texas-sized construction project. 


What does this mean to you? 


1. Inside the new Class “A” contour will be Dallas and Fort 
Worth — North Texas neighbors who account for more 
retail dollars than the nation’s 12th ranking metropolitan 
area.* Add Waco's business [it's within Class “*B"’ range) 
and that of the smaller communities in the WFAA-TV picture 
—and you have one of the most important markets in 
these United States! 


2. Already the tower is taller than any other structure in the 
state. By October, WFAA-TV's 316,000-watt signal will 
blanket this major concentration of population and wealth. 


To Egbert, the Channel 8 Electron, business looks great — for spon- 
sors who use WFAA.TV to cover this lush market in one easy operation. 


* Dallas - Fort Worth — $1,643,940,000 

Mirineapolis - St. Paul — $1,551,460,000 
Source; SM's Survey of Buying Power, * 
May 10.1955 





RALPH. NIMMONS, Station Manager 
EDWARD. PETRY & CO., National Representative 
Television Service of The Dallas Morning News 





San Diego County alone San Diego County alone 
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IN POPULATION IN RETAIL SALES 
SINCE 1950 SINCE 1950 


* 
A Market GREATER than: The Nation's 45 * 
Atlanta, Georgia, : : 
New Orleans, La., Market in Bldg. Materials 
Portland, Oregon, & 
Dallas, Texas, 


Denver, Colo., or KFMB-TV’s Coverage is 
Seattle, Wash. where the West grows fastest 
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